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Objectives  

The main objective of this research is to study employer branding from the perspective of 

corporate social responsibility (CSR). More precisely, the goal is to understand how a 

company can use its CSR in employer branding to stand out as a responsible employer. The 

study increases the understanding of CSR employer branding by covering the current 

theory of CSR and employer branding topics and by combining them into a simple 

framework that describes the most crucial factors in successful CSR employer branding. 

The theory is taking into practice, and therefore the understanding is widened, by 

investigating the state of CSR employer branding in a Finnish case company.  

 

Methodology  

 

The research is conducted as a qualitative research, following critical realist research 

approach and using an intensive single case study research method. The primary data was 

collected through six semi-structured interviews in the case company, the interviewees 

including professionals in CSR, HR, marketing, and communications. The research data 

therefore, consisted mostly on the interview transcriptions that are partly complemented 

by other textual and visual data. 

 

Findings  

 
Based on the current theory of CSR and employer branding, it was possible to define the 
most important factors in successful CSR employer branding. In addition to the core three 
steps process of CSR employer branding, thus defining a CSR value proposition, marketing 
the CSR employer brand externally, and marketing the CSR employer brand internally, the 
study defines company`s CSR strategy, mission, and vision, strong cooperation between 
business units, and systematic management of CSR employee experience as crucial factors 
in the process. Findings from the study revealed that the case company has good 
circumstances and readiness for CSR employer branding, as the company puts effort into 
the strategical CSR development, and is taking care of their employees. However, the study 
showed that the company needs to clarify the CSR value proposition, which would help 
them to take a more comprehensive view on CSR employer branding and therefore, to stand 
out stronger as a responsible employer. 
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Tämän pro-gradu tutkielman tavoitteena on tutkia työnantajamielikuvaa yrityksen 

yhteiskuntavastuun näkökulmasta. Tarkemmin ilmaistuna tavoite on ymmärtää, kuinka 

yritys voisi hyödyntää yhteiskuntavastuullisuutta työnantajamielikuvan rakentamisessa 

niin, että yrityksen olisi mahdollista erottua selkeästi vastuullisena työnantajana. 

Tutkielma lisää ymmärrystä vastuullisen työnantajamielikuvan rakentamisesta 

käsittelemällä olemassa olevaa teoriaa yrityksen yhteiskuntavastuusta ja 

työnantajamielikuvasta ja yhdistämällä nämä yksinkertaiseksi viitekehykseksi, joka kuvaa 

onnistuneen vastuullisen työnantajamielikuvan rakentamisen tärkeimmät osa-alueet. 

Teoriaa sovelletaan käytäntöön ja näin ollen ymmärrystä aiheesta laajennetaan edelleen 

tutkimalla suomalaisen case-yrityksen vastuullisen työantajamielikuvan rakentamisen 

tilaa.  

 

Tämä tutkimus on toteutettu laadullisena tutkimuksena seuraamalla kriittistä realismia 

tutkimusfilosofiana ja käyttäen intensiivistä tapaustutkimusta tutkimusmenetelmänä. 

Ensisijainen aineisto kerättiin kuuden puolistrukturoidun haastattelun avulla, ja 

haastateltavina toimi case-yrityksen HR-, vastuullisuus-, sekä markkinointi ja viestintä- 

ammattilaiset. Näin ollen, tutkimusaineisto koostui suureksi osaksi haastattelujen 

litteroidusta aineistosta, jota osittain täydennettiin muulla teksti- ja kuvamateriaalilla.  

 
Yhteiskuntavastuun ja työantajamielikuvaa käsittelevän teorian perusteella oli mahdollista 
määritellä kaikkein tärkeimmät osa-alueet vastuullisen työnantajamielikuvan 
rakentamisessa. Keskeisen kolmivaiheisen prosessin, joka sisältää 
yhteiskuntavastuuarvolupauksen määrittelemisen sekä vastuullisen työnantajamielikuvan 
markkinoimisen ulkoisesti ja sisäisesti, lisäksi tutkimus määrittelee oleelliseksi yrityksen 
yhteiskuntavastuustrategian, -vision ja –mission, vahvan yhteistyön yrityksen eri osastojen 
välillä sekä systemaattisen työntekijäkokemuksen johtamisen. Tutkimuksen löydökset 
paljastivat, että case yrityksellä on hyvät lähtökohdat ja valmius vastuullisen 
työnantajamielikuvan rakentamiselle. Yritys panostaa vahvasti strategisen 
yhteiskuntavastuun kehittämiseen ja pitää työntekijöistä hyvää huolta. Kuitenkin tutkimus 
myös osoitti, että erottuakseen vahvemmin yhteiskuntavastuullisena työnantajana 
yrityksen pitäisi vahvistaa yhteiskuntavastuuarvolupausta. Tämä auttaisi yritystä 
ottamaan laajemman näkökulman vastuullisen työnantajamielikuvan rakentamisessa ja 
erottautumaan vahvemmin vastuullisena työnantajana.  
Avainsanat  Yrityksen yhteiskuntavastuu, työnantajamielikuva  
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1 Introduction 
 
The discussions about a corporate role in society started after the 1929 collapse in financial 
markets. The issues like democratic governance structures and managers` role in society 
were especially under discussion, but all in all, the society started to question about the extent 
of business power. (Bansal & Song, 2017). Since that, also the academic world has got more 
interested in corporate responsibility and the issues have been conceptualized under the term 
Corporate Social Responsibility (CSR). After World War II, the term CSR has been used 
broadly in business education and little by little, the concept has received more attention 
from business practitioners as well (Blenkhorn &Mackenzie 2017). Today, CSR is one of 
the key interest in organizational management studies (Marques-Mendes &Santos, 2016), 
and it has been studied for example as a strategic asset of a company (e.g. Belu & Manescu, 
2013) and from the communication perspective (e.g. Tata & Prasad, 2015). 
 
CSR cannot be considered anymore as an opportunity given to companies since all the 
stakeholders (government, customers, shareholders, etc.) are expecting companies to act in 
socially responsible way (Kashikar-Rao, 2014, 190). This seems to be the case also in the 
real estate investment industry where the companies have strongly started to implement CSR 
agendas, including ecological, social, and economic issues, within their strategies (Geiger et 
al., 2011). Indeed, companies in this field cannot afford to ignore the global corporate social 
responsibility trend as the number of actors is rising and continuously growing and gaining 
more influence in the market and society. Moreover, the increasing CSR requirements of 
institutional investors, the most significant shareholders of listed real estate investment 
companies, increase the pressure for real estate companies to enhance their CSR actions. 
(Kerscher & Schäfers, 2015). 
 
Similarly, as CSR also employer branding has become an important word in management 
lexicon during last decades (Biswas & Suar, 2016). In increasingly competitive employment 
markets, firms can attain a competitive advantage by developing strategies to improve their 
employer image, i.e., to become an employer of choice (Wilden et al., 2010). Attraction and 
retention of talents have become a top priority to any firm, which in turn has made branding 
employment experience, to both current and prospective employees, imperative (Biswas & 
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Suar 2016, 58). According to Wilska (2014, 49), a strong employer brand can have a 
significant influence on job applicants' interest in working in a company, and thus employer 
branding can help a company to attract the best talents.  
 

Moreover, especially socially responsible initiatives are proved to make a positive 
impression on job candidates and to increase worker satisfaction (Wilska 2014, 52). Indeed, 
a strong commitment to CSR can be considered as a very strong competitive advantage for 
a company, because firm`s CSR initiatives affect positively its attractiveness as a potential 
employer (Carlini et al. 2019, 190). The number of employees who prefer to work in 
organizations with a good social reputation is increasing (Kashikar-Rao 2014, 194), and 
especially young generations seem to make decisions based on companies' ethical and CSR 
practices (Klimkiewicz & Oltra 2017,457). Thus, it is safe to say that companies can benefit 
from building a socially responsible employer brand when they are competing for the best 
talents in increasingly competitive business environment (Ewing at al., 2002,8).  
 

Firms have started to understand these benefits as they are increasingly emphasizing 
corporate responsibility in their employer branding to engage potential and current 
employees and to improve their attractiveness as an employer. However, there is still little 
literature combining CSR and employer branding research to understand the branding 
perspective of employee engagement in firms committed to CSR. (Carlini at al. 2019). 
Kashikar-Rao (2014, 189) indeed state that there is a need for research that combines the 
concepts of employer branding and corporate social responsibility. This paper aims at 
fulfilling this research gap by studying CSR and employer branding in a case company and 
by investigating how the company´s CSR actions reflects in their employer branding work.  
 

1.1 Research objectives and research problem  
The purpose of the research is to study employer branding from the perspective of corporate 
social responsibility (CSR). In other words, the aim is to get a better understanding of the 
CSR concept and a better understanding of its role in employer branding. More precisely, 
the aim is to understand how a company can take advantage of its commitment to CSR in 
employer branding, which is done by investigating the state of CSR employer branding in a 
Finnish case company. Based on this starting point, the following research question was 
formed:  
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“How CSR is utilized in employer branding in a Finnish real estate investment 
company? “ 
 
This research question will be approached through qualitative interviews to a Finnish case 
company Kojamo that is a Finnish private housing investment company. Kojamo is a very 
meaningful case company to study responsible employer branding for two reasons: Firstly, 
the company is continually improving its practices to more sustainable and responsible, CSR 
being one of the strategic focus areas (Kojamo, 2020b). Secondly, the company has 
experienced considerable changes during the last couple years, like applying for stock 
exchange listing and changing the company´s name, which means that the employer 
branding is still in the development phase (Kojamo, 2020a). Moreover, even if Kojamo is 
committed to enhance its CSR policies and practices, it is facing increased level of scrutiny 
from different stakeholders regarding these issues, as is the case for every other firm in 
today`s business world (Kerscher & Schäfers 2015). These external pressures together with 
the internal changes that company has experienced, are forming a very interesting research 
context to study CSR employer branding. The case company is introduced more in depth in 
the methodology part of the thesis.  
 
The interest of the study is in the company`s inner processes, i.e. how the employer branding 
work is executed and coordinated between the different business units (CSR, marketing, HR) 
and what are the main characteristics in the company`s employer branding work that support 
the development of a strong CSR employer brand. Since the case company`s practices will 
be reflected on the existing literature of CSR employer branding, the study will help also the 
company to get a better understanding of how the employer branding work is proceeding 
within the organization and how well is CSR utilized in employer branding work. Therefore, 
the research can help the company to improve their CSR employer banding work further in 
the future.  
 

Importantly, this research also increases the knowledge of the importance of employer 
branding and shares ideas on how to gain a competitive advantage by differentiating as a 
socially responsible employer in the competitive labour markets. Based on the recent 
development in society, it is safe to assume that the role of CSR in business will continue to 
grow in the future. This assumption combined with and increasing competition of the best 
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talents, makes it extremely important for firms to develop their employer branding work 
from the perspective of corporate social responsibility.  
 
 
1.2 The structure of the thesis  
Here, the structure of the thesis and the content of each chapter are described. The paper is 
divided into five (5) main chapters and the content of each chapter is as follows:  
 
Chapter 1 introduced the research topic and research problem. The chapter starts with a 
short introduction of the existing literature and then presents the existing research gap. After 
that, the research problem, i.e., the actual research question is presented with a short 
introduction to the case company that provides the context for the study.  
 
Chapter 2 presents the theoretical background of the study. The literature review starts by 
explaining the concept of CSR, and CSR communication.  The specific characteristics of 
CSR in real estate investment industry are also covered as the case company is operating in 
this field. The second subchapter discusses employer branding, its definitions and benefits. 
The third subchapter then combines CSR and employer branding concepts by discussing 
companies` CSR reputation and CSR employer branding. Finally, the last subchapter 
presents the theoretical framework that is used later in the discussion part when the main 
findings of the study are discussed more in detail (see chapter 5).  
 

Chapter 3 presents the methodology of the study. The whole research process is described 
starting from describing the chosen research methodology, including the research approach 
and philosophy. After that, the research context is described, which in this study means 
introducing the case company which follows the description of the data collection and data 
analysis methods used. In the last subchapter, the research is evaluated using the classic 
evaluation criteria.  
 

Chapter 4 presents the findings from the qualitative interviews and the secondary data. It 
starts by describing the CSR work and development in case company that can be considered 
as a crucial starting point for executing CSR employer branding. After that, the focus is 
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shifted to employer branding, as the main characters of the company`s current CSR employer 
branding work are explained.  
 

Chapter 5 discusses the main findings and concludes the research. Firstly, the main findings 
of the research are discussed by using the theoretical framework presented in the chapter 2. 
Based on the discussions, managerial implications are presented and finally, last subchapters 
discuss research limitations and give suggestions for the future research.  
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2 Literature review  
This chapter presents the existing literature of CSR and employer branding concepts that are 
forming the theoretical background for this research. The first subchapter focuses on the 
CSR concept, its definition and purpose, and gives the more detailed description of CSR in 
a real estate industry and CSR communication. In the second subchapter, the focus is shifted 
towards employer branding. Employer brand and employer branding concepts are explained 
and the benefits and practical implementation of employer branding are discussed. The third 
subchapter combines the CSR and employer branding concepts by discussing CSR 
reputation and CSR employer branding. Finally, the last subchapter presents the framework 
that is formed based on the existing literature, and that will be used later when studying and 
evaluating case company`s CSR employer branding.  

 
2.1 CSR 
The CSR concept is based on an ideology of responsibility that relies strongly on ethics 
(Bansal & Song, 2017). Responsibility researchers understand companies as entities that 
serve the general needs of society and challenge the assumption that the only purpose of 
companies is maximizing the profits. Instead, they talk about a multi-dimensional view of 
performance, meaning that organizations are considered interdependent on broader 
organizational systems, acting in a complex environment where they should create value that 
benefits social, ecological, and other systems instead of creating value that would aid only 
their own survival. (Bansal & Song 2017,111). Today, companies are facing increased level 
of scrutiny from different stakeholders regarding the responsibility issues (Kerscher & 
Schäfers, 2015). The change in societal expectations force companies to figure out new 
approaches to meet the challenges, in other words, figure out ways to act more socially 
responsible.  
 
When it comes to the definition of the CSR term, there is still an ongoing discussion about 
it within the researchers which is why the concept is still very heterogeneous in the literature. 
Despite the disagreements about the definition, there is a consensus about the 
multidimensionality of the concept meaning that there are many different aspects of the 
nature of the business that need to be considered when assessing a company`s CSR 
performance (Belu & Manescu, 2013, 2753). In CSR literature, this broad range of aspects 
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are in some cases (in finance sector especially) gathered under the acronym ESG that refers 
to words environmental, social, and corporate governance that are the main factors in 
measuring and evaluating companies` sustainability and responsibility (Gillan et al., 2021). 
All these three aspects: environmental, social and governance aspects are involved in most 
of the existing definitions of CSR.  
 
Belu`s and Manescu  (2013) indeed define CSR as "corporations’ responsibility to integrate 

Environmental, Social, and Governance (ESG) practices into their business model, beyond 
mandatory legal requirements". European Commission (2001) as well highlights 
environmental and social concerns but also brings out the stakeholder aspect as they define 
CSR as “a concept whereby companies integrate social and environmental concerns in their 
business operations and in their interaction with stakeholders on a voluntary basis". 
Kashikar-Rao (2014, 189) instead takes a bit different perspective as society and 
environment are considered as companies` stakeholders in the same way as employees and 
shareholders for example: “Corporate Social Responsibility (CSR) means the responsibility 
of corporations towards all its stakeholders viz., shareholders, society, government, vendors/ 
suppliers, employees and environment.” (Kashikar-Rao`s, 2014, 189).  
 
Despite the minor differences in existing CSR definitions it is clear that a very broad range 
of issues are addressed simultaneously when a firm`s social responsibility is evaluated. 
However, in practise it is inefficient, and even impossible for companies to concentrate on 
all the CSR aspect with the same intensity. Belu and Manescu (2013, 2753) indeed highlight 
that companies need to choose the CSR issues that are most relevant for their operations and 
put most effort into those particular areas. In other words, companies need to choose to focus 
on the issues that are most relevant regarding their strategy.  
 
CSR has indeed become a strategic asset for many firms. CSR can be defined and understood 
differently in firms depending on what are the strategic CSR driving forces the firm 
considers as most important ones. (Marque- Mendes & Santos 2016, 365). According to 
Husted and De Jesus Salazar (2006), firms can be separated into three groups based on their 
engagement in CSR. They separate strategic CSR from altruism, where firms sincerely want 
to act socially responsible, regardless of how such activities affect to the bottom line, and 
from coerced egoism where firms act socially responsible only insofar as it is compelled by 
regulation. The strategic use of CSR instead, occurs when there are clear benefits for a 
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company engaging in CSR. Also, Marque- Mendes and Santos (2016, 365) highlight the role 
of CSR in fostering firms` competitive advantage in their very extensive definition of 
strategic CSR:  
 

"Strategic CSR contemplates the existence of convergence between the social, 
environmental and economic benefits produced by a firm and attained through social 
and environmental investments in the key factors of success within the respective 
competitive context, thereby fostering a competitive advantage: a set of activities that 
are simultaneously good for the company and for the society, thus improving 
company's performance and creating social value."  

 

As said, in each organizational situation, there are multiple factors intervening at the same 
time, and these factors together determine the role CSR will get in each organization and the 
way CSR will be integrated into the organization (Marque- Mendes & Santos 2016, 365). 
Belu and Manescu (2013, 2753) highlight especially how the industry, in which a company 
is operating, affects the ways CSR is implemented into the organization.  
 
2.1.1 CSR in real estate investment  
The number of real estate investment trusts (REITs) is rising, and listed real estate operating 
companies (REOCs) are continuously growing and gaining more influence. Thus, it is clear 
that the industry cannot afford to ignore the global corporate social responsibility trend. 
(Kerscher & Schäfers, 2015). Luckily, it seems that the real estate companies have strongly 
started to implemented CSR agendas, including ecological, social, and economic issues, 
within their strategies (Geiger et al., 2011). According to Westermann et al. (2018), leading 
property investors worldwide are actively supporting CSR and SPRI (Social Responsible 
Property Investment) and are motivated to contribute to a more sustainable future while 
simultaneously generating economic profits. Some research has indeed shown that the 
implementation of CSR can positively affect listed real estate companies` market valuation 
(Kerscher & Schäfers 2015; Caijas et al. 2014). Therefore, the companies also have financial 
incentives to act in a more socially responsible manner.  
 
In addition to financial benefits, investors have been strong drivers for the more vigorous 
CSR implementation in the real estate investment industry. Namely, in the property 
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investment decision making, environmental, social, and corporate governance issues (ESG) 
are given more and more priority (Newell & Lin Lee, 2012). Kerscher and Schäfers (2015) 
refer to Global Sustainable Investment Alliance (2013) study showing that in Europe, for 
example, the volume of socially responsibly managed assets had been grown by 22,5% 
during two years. Since institutional investors are the most significant shareholders of listed 
real estate investment companies, it is crucial for the publicity traded companies to meet 
investors` requirements regarding the CSR issues (Kerscher & Schäfers, 2015). The job is 
not easy since the scope of responsible investment can cover issues very broadly from 
environmental issues and concerns of climate change to social and ethical concerns (Caijas 
et al. 2014).  
 
Growing CSR trends in the business field naturally increase the amount of different global 
initiatives and terminology to define the CSR actions and to compare companies to each 
other. As an example, Newell and Lee (2012) mention following global initiatives 
supporting CSR in the industry: UN Principles of Responsible Investment, UN environment 
program finance initiative, Global Reporting Initiative (GRI), and the Institutional Investors 
Group on Climate Change. Furthermore, they mention Green Building Council that has been 
established in over 25 countries together with responsible property investment (RPI) and 
socially responsible property investment (SRPI) that all further support CSR especially at 
the property level (Newell & Lee, 2012). Also, Caijas et al. (2014, 12) talk about acronyms 
like ESG, CSR, RPI, and SRI that have become increasingly mainstream in the field, stating 
that the core idea of all these labels (even though contested and mutating over time) is always 
the same. That is, to include nonfinancial issues in business decision-making and investment.  
 
Considering CSR at a more practical level, it is clear that environmental issues are the ones 
the real estate industry can contribute the most. Kerscher and Schäfers (2015) support this 
idea by referring to various sources and stating that buildings consume energy and produce 
greenhouse gas emissions, around 40% of the total amount worldwide. Governments have 
also acknowledged this characteristic of buildings and have tightened up the regulations and 
laws concerning buildings` energy consumption (Kerscher & Schäfers, 2015). Newell and 
Lin Lee (2012) state that real estate companies' contribution to decreasing energy 
consumption is supported in many countries by government legislation that promotes 
energy-efficient building and energy certificates. Thus, real estate investment companies are 
forced to consider their effect on the environment.  



 

 10 

 

2.1.2 CSR communication  
While stakeholder expectations regarding corporate responsibilities have expanded in a 
globalized economy, also the interest towards CSR communication, i.e., how companies 
communicate with their stakeholders about their CSR efforts, has increased (Crane & 
Glozer, 2016). According to Crane and Glozner (2016), the increasing interest in CSR 
communication has also caused a "rise to a burgeoning CSR communication literature” when 
the researchers have started to understand the essential role of communication in CSR 
process. According to Morsing and Schultz (2006), companies should communicate about 
their CSR effort since these messages are likely to evoke positive and strong reactions within 
stakeholders. Furthermore, the efforts in CSR communication, both internal and external, 
are found to have positive business benefits as well. (Morsing & Schultz,2006).  
 
However, even though the effects of CSR communication are mostly positive, this type of 
communication easily faces criticism and suspicion among stakeholders. According to 
Morsing and Schultz (2006, 326), CSR communication faces relatively higher expectations 
regarding authenticity and organizational support. Also, the intensity of the CSR 
communication should be considered carefully within a company since some research has 
shown that the more a company is communicating about its CSR efforts the more likely it is 
to face criticism from its stakeholders (Morsing & Schultz 2006, 326). Ggreenwashing is a 
term that is nowadays used to describe a company`s way of overplay or fake their 
environmental friendliness in public (de Vries et al., 2015, 143). In practice, greenwashing 
happens through providing disinformation in order to shape or repair one`s reputation or 
giving environmental promises without living them up. Whatever the way, greenwashing is 
always generating a gap between the rhetoric and reality (de Vries et al., 2015, 143) which 
naturally may cause negative consequences for the company.  
 
Despite these relatively high requirements that companies are facing regarding CSR 
communication, it is widely acknowledged that responsible companies should communicate 
about their different CSR efforts and engage with their stakeholders on these particular 
issues (Crane & Glozer, 2016). Indeed, today`s companies are actively participating in a 
dialogue with their stakeholders, and this communication has become a natural part of 
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corporate self-presentation (Morsing & Schultz, 2016). Naturally, each firm chooses 
communication strategies and tools that best serve their intentions and purposes.  
 
Regarding CSR communication strategies, Morsing and Schultz (2006, 325-9) unfold three 

types of strategies in terms of how companies engage with their stakeholders. In stakeholder 
information strategy, communication is "always one-way, from the organization to its 
stakeholders". The primary purpose of communication is to inform the public about the 
organization as objectively as possible. Stakeholder response strategy and stakeholder 
involvement strategy instead, are based on the two-way communication where the 
communication "flows to and from the public". However, the difference is in the way these 
strategies perceive the public`s communication. In the response strategy, the company wants 
to change public attitudes and behavior and try to convince its stakeholder of its 
attractiveness. In involvement strategy, instead, the company also seeks to be influenced by 
its stakeholders and is willing to change if necessary (Morsing & Schultz 2006, 325-9).  
 
The chosen communication strategy affects the practical execution of CSR communication. 
According to Crane and Glozer (2016), CSR communication usually means communication 
in CSR reports, products and advertisements, and communication through different 
stakeholder engagement initiatives. Furthermore, Seele and Lock (2015, 405-6) suggest a 
typology of CSR communication tools that are divided into four groups based on whether 
they are deliberative or instrumental by nature and whether they are published or 
unpublished tools. Examples of instrumental, published tools are CSR website, CSR report, 
and CSR brochure, whereas CSR strategy paper, internal compliance handbook, and code of 
conduct fall into the group of instrumental, unpublished tools. In the category of deliberative 
tools instead, weblog, social media, and wiki are count as published tools while stakeholder 
roundtable, stakeholder dialogue (both internal and external), and intranet belong to 
unpublished tools. (Seele & Lock 2015, 405-6).  
 
According to Crane and Clozer (2016), the so-called "Web 2.0" communication channels 
that enable bidirectional and symmetrical communication between the company and its 
stakeholders are increasingly complementing traditional, one-way communication tools. 
This development changes the dynamics in CSR communication and transforms 
organization-stakeholder interaction, as in these "Web 2.0." channels, the boundaries 
between the senders and receivers are blurring (Crane & Glozer, 2016). Furthermore, the 
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expectations of the stakeholders are continually growing and changing regarding the CSR 
issues, meaning that CSR engagement today requires ongoing stakeholder awareness and 
more sophisticated CSR communication strategies than ever before (Morsing & Schultz, 
2006).  
 
This development also creates new challenges to recruiting scene and employer branding 
work. Today`s employees (as well as job seekers) are very critical and aware of corporate 
responsibility issues and are attracted to CSR-based employer image (e.g. Klimkiewicz & 
Oltra 2017, Kashikar-Rao 2014). Therefore, companies should focus on developing a 
responsible employer brand, here referred to as CSR employer brand, to separate themselves 
positively from competitors. Before the focus of this paper is shifted to CSR employer 
branding, the concept of employer branding is elaborated more closely to understand its 
meaning, importance, and practical implementation in firms.  
 

2.2 Employer branding  
Ewin et al. (2002,7) argue that both current and potential employees can be considered as 
important stakeholder groups as customers, especially to knowledge-focused organizations. 
Similarly, Biswas and Suar (2016) highlight the importance of employees stating that 
especially the most talented ones, are a primary competitive advantage of companies. The 
same authors bring out the term talent scarcity that according to them, can be considered as 
a very relevant threat for business success. Regarding this, Ewing at al. (2002,8) also believe 
that the top-quality knowledge workers are and will remain a scarce commodity and that 
their role will become even more vital as the business environment becomes more 
competitive in the future.  
 
In increasingly competitive employment markets, firms can attain a competitive advantage 
by developing strategies to improve their employer image, i.e., to become an employer of 
choice (Wilden et al., 2010). Employer branding is a term that is nowadays broadly used 
both in academia and business to describe companies` strategy for talent acquisition, and 
retention (Backahaus & Tikoo, 2004). In their study, Biswas and Suar (2016, 58) refer to 
CIPD`s (Chartered Institute of Personnel and Development) annual report from 2007 where 
the main reason for the rise of employer branding are stated. In addition to “the war for 

talent” that was brought in academic research as well, the following factors were seen behind 
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this employer branding boom: power of branding, the increasing focus on employee 
engagement, and the impact of HR practices on business.  
The current literature provides different kinds of definitions for the employer brand term. 
Ambler and Barrow (1996) provide one of the first definitions, stating that it is 'the set of 
functional, economic, and psychological benefits, resulting from employment and being 
identified with the employing company'. Puncheva-Michelotti et al. (2018, 644) provide a 
similar definition stating that employer brand aims to improve employer attractiveness to 
potential and current employees by representing the total benefits that an employer offers to 
its employees. Wilden et al. (2010, 58) instead, describe that employer brand can be 
understood as the set of distinctive images of a company that are manifested in the minds of 
potential employees. Regardless of the definition used, Maxwell and Knox (2009,895) 
highlight that employer brand needs to have three following characteristics in order to 
achieve its objectives: it should be consistent with the realities of the organization, different 
from those of competing employers, and attractive to members of the target audience.  
Thus, the employer brand is the package of different kinds of benefits that employment in a 
particular company can provide. Employer branding, in turn, is the process where these 
benefits are used in order to position the company as a great place to work in the minds of 
potential and current employees (Wilden et al., 2010). The word process is involved in most 
of the definitions that the current literature provides for employer branding. Biswas and Suar 
(2016, 58) for example, define employer branding as a process where a company builds a 
unique and identifiable employer identity to differentiate itself from its competitors. Wilska 
(2014,47) instead, describes employer brandings as a "process of introducing corporate 
image or the picture of 'an ideal workplace' in the minds of the target pool of candidates". 
This very process is the main interest in this research that aims to study the ways in which 
the case company is utilizing its CSR in the employer branding process.   
 
To better understand the meaning of employer branding, some researchers highlight the 
differences between employer brand and other brand concepts, as well as employer branding 
and other branding processes. For example, Backhaus and Tikoo (2004, 503) define two 
characteristics to differentiate the employer brand from product and corporate brands. 
Firstly, the employer brand is used to characterize a company's identity as an employer, 
meaning that it is very employment specific. Secondly, while product and corporate branding 
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efforts are directed primarily at an external audience, the employer brand is directed at both 
external and internal audiences. (Backhaus & Tikoo 2004, 503). Accordingly, Biswas and 
Suar (2016, 58) explain that while product branding helps marketing specialists to 
understand the customers, employer branding gives HR managers a platform to better 
understand employees.  
 
Researchers broadly agree that employer branding has positive effects on business, both 
financial and non-financial ones. According to Sullivan (2004) successful employer 
branding improves organization`s reputation, and therefore creates a stronger consensus 
among different stakeholders about the attractive employer image. This in turn, will affect 
positively to the number and quality of applicants and to workforce productivity, and will 
reduce the turnover rate among top performers (Sullivan, 2004). Biswas and Suar (2016, 58-
9) instead, highlight the financial benefits of employer branding stating that it positively 
influences profitability which in turn arise from various factors like stronger employee 
identification, increased employee satisfaction as well as improved employee performance 
and commitment. The same researcher's study established a positive impact on employer 
branding to ROAS (gross revenue from the ad campaign) through lower recruitment costs 
and employee turnover and attracting more qualified applicants (Biswas & Suar 2016, 69).  
 
When it comes to the practical implementation of the employer branding, Backhaus and 
Tikoo (2004, 502-3) state that in human resource practitioner literature the process is usually 
described as a three-step process including the following phases: 1) developing a value 
proposition 2) marketing the employer brand externally, and 3) marketing the employer 
brand internally. In the first phase, a firm develops a value proposition based on different 
cultural and employment characteristics of the company. The basic idea of the value 
proposition is that it conceptualizes the value that a certain company offers to its employees 
and provides the central message that the brand conveys. (Backhaus & Tikoo 2004, 502-3). 
Value proposition, in some cases referred to as employee value proposition (EVP), can be 
also considered as all the non-financial and financial attributes that a firm can offer to its 
employees (Biswas & Suar 2016, 58).  
 
After the value proposition is embodied in the employer brand, it needs to be marketed 
externally (Backhaus & Tikoo 2004, 502-3). In this phase, there are two important things 
that a company needs to take into consideration. Firstly, marketing needs to be planned so 
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that it effectively targets the most crucial stakeholder groups, i.e., the potential employees 
and recruiting agencies etc.. Secondly, it is very important that employer branding is 
consistent with other branding efforts of the firm. So, the employer brand that is marketed 
externally needs to support the product and corporate brands (Backhaus & Tikoo 2004, 502-
3). The final phase of employer branding is internal marketing, which according to Backhaus 
and Tikoo (2004, 502-3) incorporates the employer brand as part of the organizational 
culture and carries the brand promise made to recruits. In practise, the aim of internal 
marketing, also known as internal branding, is to commit the workforce to company`s values 
and goals (Backhaus & Tikoo 2004, 502-3).  
 
In addition to these three actions, employer branding needs to involve long term management 
of employee experience (Biswas & Suar 2016, Mosely 2007). The important role of 
employee experience in the process stems from the idea that in practice, a big part of 
employer branding is managing employer-employee relationship that in turn, is strongly 
based on the experiences that employees get when working for their employer (Biswas & 
Suar 2016, 58). Interestingly, Maxwell and Knox`s (2009, 899-903) study found that 
employee experience (or employment experience) is not only based on employment related 
attributes such as working environment, management style or rewarding systems, but instead 
attributes like company`s success, constructed external image, and product/service 
characteristics are found to be crucial as well. Therefore, companies need to consider 
employee experience from very broad perspective to succeed in employer branding.   
 
According to Biswas and Suar (2016, 58) also an integrated cooperation between different 
business functions and units is crucial in successful employer branding. According to the 
researchers, a company should be able to provide a clear view of the employer brand both 
internally and externally and therefore, employer branding should involve both the top 
management and the business processing groups as well as the cross-functional group. The 
top management role is to provide "support, empowerment, vision, leadership, and 
conducive environment", whereas the business processing group is responsible for 
"intensive systems, process changes, and staffing". The cross-functional group instead, 
consists of the functions of HR, corporate communication, and marketing. (Biswas and Suar 
2016, 58). Especially the researchers highlight that HR and marketing functions must work 
strategically together for effective employer branding.  
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All in all, employer branding should be in a strategic focus in any company. As said, a strong 
employer brand can have a significant influence on job applicants' interest in working in a 
company and it can also have a positive effect on existing employees` commitment to their 
employer. Employer branding can therefore help a company to attract the best talents and 
improve the company`s operations and even profitability. In the next chapter, the employer 
branding concept is used and developed further by combining it with the CSR concept. The 
focus in the next chapter is in the question on how employer branding and company`s CSR 
actions can be combined to create an employer brand that reflects company’s strong CSR 
commitment and ideology.   
 
2.3 Combining CSR and Employer branding  
The chapter combines CSR and employer branding concepts by examining the existing 
literature on CSR employer branding. CSR employer branding is a term that is not yet 
broadly used in academic research, but in this study, it is used to describe employer branding 
that is executed from the perspective of CSR. The chapter is divided into two subchapters. 
The first one concentrates on the benefits of CSR reputation for companies and therefore, 
justifies the importance of CSR employer branding in today`s labour markets. The second 
subchapter instead, focuses on the actual CSR employer branding process. Here, the existing 
theory of employer branding is developed further to build a theory on how a company can 
create an employer brand with CSR focus. Thus, the purpose is to study the ways companies 
could use its CSR commitment in employer branding in order to create value for its current 
employees and to persuade the best talents to the company. The final subchapter gathers the 
CSR employer branding theory into a theoretical framework that is later used when 
analyzing the case company`s CSR employer branding.  
 
2.3.1 CSR reputation 
A broad range of research has shown a positive link between CSR and organizational 
reputation. According to Klimkiewicz and Oltra (2017, 457), we live in the era of  "war for 
talent" where job seekers avoid applying to companies that have a bad reputation and are 
choosing only the best employers. Especially, responsible employer brands are found to 
attract job seekers, so firms that have a reputation of a socially responsible actor and 
responsible employer have a strong position in the labour markets (Wilska's 2014; 
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Puncheva-Michelotti 2018). Indeed, CSR is proved to positively influence firm's 
attractiveness to prospective job seekers and especially young generations seem to make 
decisions based on companies' ethical and CSR practices (Klimkiewicz & Oltra 2017,457). 
Klimkiewicz and Oltra´s (2017) study on millennial job seekers showed that the generation 
clearly is attracted by CSR employer image. All in all, it is safe to say that the number of 
employees who prefer to work in organizations with a good social reputation is increasing.  
 
Despite the importance, its` not an easy task for companies to get a good social reputation. 
As discussed in the earlier chapter, CSR is a broad concept including different economic, 
social and governance (ESG) issues. Employees seem to understand well the complexity of 
the concept and evaluate employers based on this understanding. Therefore, it is not enough 
for employers to have a good reputation in taking care of its employees, but instead different 
kinds of CSR actions and initiatives matter. Wołodźko and Woźniak (2017, 57) indeed 
highlight that all kinds of CSR activities, not only those associated with employee 
relationships, improve a company`s image as an employer. Similarly, Dokania and Pathak 
(2013) state that employees are not anymore looking just paycheques and other employee 
benefits but instead, evaluate companies based on various factors, like how do they serve 
their clients or impact and contribute to society.  
 
Even if the employment related responsibility alone is not enough to guarantee a good social 
reputation for a company, it is however, highly appreciated among job seekers. Schlager et 
al. (201, 505) speak about an organization's social value and list attributes such as respectful 
environment, friendly relationships among co-workers and people-first attitude to be the 
most attracting ones for potential employees. Similarly, Kashikar-Rao (2014, 189) highlights 
good compensation policies and HR practices, good ethics, work culture, and overall socially 
responsible behaviour to be very attractive among job seekers. Puncheva-Michelotti et al. 
(2018, 644) as well bring out employment and employee related issues such as employee 
benefits and participation, union relations as well as corporate support for diversity 
(representation of minorities and women, family benefits and programs) to be in top priority 
for job seekers when evaluating potential employers. In addition to the employment related 
actions, they however mention also CSR practices concerning environment and community 
relations to have considerable impact on employer attractiveness ratings. (Puncheva-
Michelotti et al. 2018, 644).  
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In addition to the actual CSR actions, job applicants interest towards companies with a strong 
CSR image may also stem from the anticipated pride from being associated with a 

responsible employer (Puncheva-Michelotti et al. 2018, 644). Moreover, CSR image can 
positively influence on perceived value fit with the company within the job seekers and 
raises the expectations about how the company treats its employees for example. In other 
words, signalling social responsibility enables a company to build a unique value proposition 
that will attract talented employers, whose values align with the firm values, to the company 
(Carlini et al. 2019, 190).  
 
Thus, CSR has reputational benefits that comes from both the actual CSR efforts job 
applicants find attractive but also from the value fit between responsible employer and their 
potential job applicants. In addition to the reputational benefits CSR has found to have 
positive influence on the existing employees` attitudes towards their employer.  According 
to Dokania and Pathak (2013) company's CSR efforts not only improve its attractiveness as 
a potential employer but can also improve the commitment of existing employees. Similarly, 
Kryger et al. (2011, 189) state that CSR initiatives improve employees` commitment to their 
employer which in turn, rises from the increased employee-company identification. In 
addition to improved commitment CSR has found to boost employee engagement (Kashikar-
Rao 2014, 189) and to increase worker satisfaction (Wilska's 2014, 52).  
 
All in all, company’s` CSR image seems to have positive influence on its attractiveness as a 
potential employer but also positively affect existing employees` attitudes and behavior. As 
discussed in the earlier chapter (see chapter 2.2.), a strong employer brand enables a 
company to attract the best employees. Given the positive effects of CSR reputation, the 
attractiveness can be further enhanced with CSR signalling (Carlini et al., 2019, 190). In 
practice, this means that a company can benefit from building a socially responsible 
employer brand. 
 

2.3.2 CSR employer branding  
Naturally, potential employees use company's reputational value when making decisions 
regarding potential employers since they have limited information about the actual job. 
Therefore, a company needs to provide details about its socially responsible values and 
morals to perceive positive perceptions from potential employees (Carlini et al. 2019, 19). 
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To successfully signal social responsibility to potential employees and differentiate the 
company positively in labour markets, companies need to build a CSR-based employer 
brand. This means linking the company's employer branding process to the CSR policy and 
actions. (Klimkiewicz & Oltra, 2017, 451).  
 
As discussed in the earlier chapter (see chapter 2.2.), employer brand can be defined as the 
package of different benefits that a certain company can provide its employees (Mosley 
2007, 130). Moreover, the employer brand differentiates the company from others and 
provides identity with which employees (both current and potential ones) can identify. CSR 
employer brand has the same idea but the focus is on providing benefits regarding corporate 
social responsibility. Thus, the CSR employer brand is built based on an idea that employees 
value social responsibility and it delivers the company`s CSR promise both externally and 
internally (Carlini et al. 2019, 189).  
 
Similarly, as CSR employer brand, CSR employer branding process is easy to understand 
by reflecting it in the existing theory of employer branding. In this paper, employer branding 
was described using the three step-process including the following three steps: creating a 
value proposition, communicating the employer brand externally, and communicating the 
employer brand internally (Backhaus & Tikoo 2004, 502-3). All the three steps apply to CSR 
employer branding as well, but the focus is again in CSR related value creation and brand 
promises. Therefore, the first step in CSR employer branding is creating a CSR value 
proposition which according to Carlini et al. (2019,189) can defined as value proposition 
that is “based on socially responsible values and morals embedded and demonstrated via 

substantive investment (e.g. CSR resource commitment, community engagement) and 
symbolic investment (e.g. CSR advertising and CSR public relations)”. In other words, CSR 

value proposition conceptualizes the value that company provides to its employees and 
society regarding social responsibility.   
 
In the second phase in CSR employer branding, the CSR employer brand (that embodies the 
created CSR value proposition) is marketed externally which helps a company to create CSR 
employer image and brand associations to attract the potential employees (Dokania, A. & 
Pathak, G. 2013, 152). As discussed regarding employer branding in general, in this phase 
it is important that other brand actions support employer brand (Backhaus & Tikoo 2004, 
502-3). In CSR employer branding, this means that corporate and product brand need to 



 

 20 

reflect the CSR ideology as well. Linked to this idea, Kryger et al., (2011) demand the 
implementation of employer branding into the company's communication process, stating 
that the employer brand should be constitutive within the process rather than a separate and 
pre-existing entity to communication. Carlini et al. (2019) instead, speak about CSR 
branding that refers to company`s strong commitment and consistent implementation of CSR 
as part of the organization´s strategy. Other researchers as well recognize the importance of 
overall strategic CSR implementation in successful CSR employer branding. This issue is 
discussed more closely later in the chapter.  
 
Regarding the external communication of CSR employer brand, Carlini et al., (2019). 
highlight also the crucial role of uncontrolled communication. Uncontrolled communication 
is such communication that is not paid by, and the content is not regulated by the company, 
including news, reviews, word-of-mouth, non-sanctioned blogs and websites for example 
(Carlini et al. 2019, 189). The role of this kind of communication is crucial because it is 
found to be considered as more credible within recipients because of its uncontrolled nature 
(Grace and O’Cass 2005, 107). Taking the overall higher demand of sincerity in CSR 
communication (see chapter 2.1.2), it is crucial for CSR employer branding, that the 
uncontrolled communication supports the message that the employer brand is intented to 
signal.  
 
After external marketing, the next phase in CSR employer branding is marketing the CSR 

employer brand internally. As was discussed, internal marketing incorporates the employer 
brand as part of the organizational culture and carries the brand promise made to recruits 
(Backhaus & Tikoo 2004, 502-3). Therefore, through internal marketing, the company can 
prove its sincerity regarding its CSR promises to its employees and moreover, commit the 
employees stronger to the organizations CSR values and goals and brand identity which in 
turn, enhances employer brand loyalty (Dokania, A. & Pathak, 2013). Regarding internal 
marketing of CSR employer brand, Carlini et. al. ( 2019. 189) define the term internal CSR 
to describe firm`s overall socially responsible behaviour towards its employees, including 
employee-oriented CSR activities like a positive working environment, diversity, work-life 
balance, employee involvement and empowerment.   
 
In addition to the CSR value proposition creation and external and internal marketing efforts, 
successful CSR employer branding, similarly as employer branding in general, requires 
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continuous management of employee experience (Biswas & Suar, 2016).  In CSR employer 
branding, the term used is CSR employee experience that Carlini et. al (2019, 189) define as 
“employee perceptions of internal CSR initiatives and activities that are directed by the firm 
towards the employee”. The same authors highlight that CSR employee experience needs to 
be managed throughout the employee lifecycle, as the employee experience starts right from 
the application period, and ends only after the employee leaves the company (Carlini et. al 
2019, 192). 
 
Overall, researchs see existing employees as an important internal stakeholder group in CSR 
employer branding. For example, Kashikar-Rao (2014) states that employees should be 
involved in CSR activities and be well informed about all the CSR initiatives since it can 
create a stronger sense of belongingness towards the organization and towards the whole 
society. Carlini et al. (2019) remind that employees are the ones that are actually aware of 
the company's sincerity in CSR strategies and, most importantly, both contribute and 
represent the corporate brand. Therefore, successful CSR branding requires a corporate 
partnership between employers and their employees. (Carlini et al., 2019).  
 

The important role of existing employees is shown strongly in CSR employer branding 
actions that companies of Dokania and Pathak`s (2013) study have put into operation. For 
example, employee volunteering and contribution in various CSR activities, empowerment 
and participation in the organization’s development as well as freedom to express oneself 
were mentioned employee related CSR actions implemented by the firms in the study 
(Dokania and Pathak`s 2013, 155). Other employee related actions mentioned include the 
emphasis on diversity and inclusivity, the focus on continuous learning, and the close 
attention to health, wellness and safety (Dokania and Pathak`s 2013, 155). 
 
In addition to employee related CSR actions, the companies in Dokania and Pathak`s (2013, 
155) study had been implementing different actions to improve sustainable development. 
These actions included efficient resource utilization, electronic waste management, water 
conservation, and reducing carbon footprint. Environment friendly and safe workplace and 
promoting sustainable lifestyle were such things that the companies were also focusing on 
to enhance their CSR employer brand. Moreover, social networking portal, intranet, and 
other similar digital platforms were also considered very important in this context. (Dokania 
and Pathak`s 2013, 155). According to the same researchers, the importance of these kinds 
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of platforms stems from the fact that by facilitating internal communication, they keep the 
employees connected and better informed of the various activities of the company and thus, 
increase transparency and enhance employee participation.  
 
To consider another communicational perspective to CSR employer branding, Puncheva-
Michelotti's et al. (2018) have studies online job advertising and CSR information in these 
advertisements. According to the researchers, job advertising is today a vital tool for 
companies to recruit employees, and therefore, firms should include CSR information in 
these advertisements. The inclusion of such information in a job advertisement is crucial 
because job seekers' enthusiasm and willingness to apply for the job are found to increase as 
a result of the communication of company's CSR practices. (Puncheva-Michelotti et al. 
2018, 644). Despite this broadly recognized importance, Puncheva-Michelotti et al. 's (2018) 
study revealed that even if companies show CSR engagement on their company websites, 
the information was rarely available in their recruitment postings.  
 

Despite the choices of single organization, we can see that overall, CSR employer branding 
include various internal and external CSR actions. These actions generate both external and 
internal CSR signals that according to Carlini et al. (2019, 189) are consequence of all the 
CSR activity of the company. The same researcher highlight that external and internal CSR 
signals should always be consistent because any inconsistency between them can cause 
brand harm, affecting negatively to CSR employer branding as well (Carlini et al. 2019, 
190). So, in order to support one another, external and internal signals need to be consistent. 
This consistency not only protects the firm reputation but also positively affects to 
employees attitudes. Regarding this idea, Wilska's (2014, 52) study shows that workers are 
more likely to stay in a company if they experience consistency between the company's 
internal and external business actions.  
 
To assure this consistency, CSR employer branding needs to stem from the overall 
responsible firm ideology, meaning that behinds CSR employer brand there needs to be a 
company that is genuinely acting in social responsible way. Kryger et. al (2011, 114) indeed 
state that CSR employer brand is always linked to company`s CSR strategy, vision and 
mission. Also, in Dokania and Pathak`s (2013,155) study, all the companies highlight that 
behind the CSR employer branding actions, there is an idea of CSR being a concept into the 
way of doing business instead of separate activity. Moreover, the same companies` approach 
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to CSR is that it needs to be part of the organizational culture and the way of thinking, and 
CSR is incorporated into every employee`s professional responsibilities. (Dokania and 
Pathak`s 2013,155). This is surely important, because only this way all the branding actions 
(employer brand, corporate product brand), and the communication (both controlled an 
uncontrolled) can be consistent and considered as genuine. 
 
All in all, CSR employer branding can offer a valuable and overarching framework for 
companies to get a comprehensive understanding of employees` engagement with firm's 
CSR brand. Moreover, the employer brand integrates a firm's human resources, marketing, 
and branding efforts, providing additional sources of competitive advantage. (Carlini et al. , 
2019). Kryger et al. (2011) believe that the concept of employer branding can become an 
integrated dimension of companies` CSR strategy and thus, facilitate sustainable 
organizational development. This however, demands merging the research within the fields 
of corporate branding and sustainable human resource management (Kryger et al., 2011). 
Wilden et al. (2010) state that there is at all relatively little research exploring the role of 
branding in attracting and retaining employees. Kashikar-Rao (2014, 189), in turn, demands 
more research that combines the concepts of employer branding and corporate social 
responsibility.  This research in hand, is filling this research gap by forming a theoretical 
framework for companies to execute CSR employer branding.  
 
2.3.3 Theoretical framework  
This chapter presents the theoretical framework of the study. The framework is formed by 
combining the current theory of employer branding and CSR employer branding, and it will 
be used later when the case company, Kojamo`s, CSR employer branding is analyzed more 
in detail and when the research question “How CSR is utilized in employer branding in a 
Finnish real estate investment company? “ is answered.  
 
The framework presents CSR employer branding process (see Figure 1.). It starts from CSR 
strategy, vision, and mission that are positioned to the left side of the model to illustrate the 
idea that behind CSR employer brand needs be a company that has a strategic manner to 
CSR and that consider CSR as a way of doing business instead of a separate activity (Kryger 
et. al 2011; Dokania &Pathak, 2013). Another critical factor in CSR employer branding is a 
strong cooperation between different business units which was broadly highlighted in 
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employer branding literature as well (Biswas & Suar, 2016). The arrows in the model 
illustrates the importance of the cooperation throughout the process. Moreover, according to 
the literature, CSR employer branding requires continuous management of CSR employee 
experience (Carlini et al., 2019). Similarly, as the cooperation between the different business 
units, management of the CSR employee experience is described to continue throughout the 
whole employer branding process. This reflects the idea that employee experience starts 
right from the application period, thus when the potential employee is noticing the employer 
brand and receiving the external communication, and ends only after the employee leaves 
the company (Carlini et. al 2019, 192). Therefore, CSR employee experience needs to be 
managed continuously to make sure that employees experience the company`s CSR 
promises throughout the whole employee life cycle.      
 
The first step in the actual process is to create a CSR value proposition that, based on the 
company`s own social responsible values and morals, compiles the value that the company 
promise to provide its employees (Carlini et al. 2019,189). Second step is to market the CSR 
employer brand (that conveys the CSR value proposition) externally to target groups. Here 
the importance of CSR strategy and vision stands out, as it is important that other 
communicational efforts support the CSR employer brand, and the other way around. 
Finally, the last part of the process is internal marketing of the CSR employer brand which 
incorporates the employer brand as part of the organizational culture and carries the brand 
promise made to recruits (Backhaus & Tikoo 2004, 502-3). The theoretical framework is 
illustrated below.   
 

  
 
Figure 1. Visualised theoretical framework  
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3 Methodology  
This chapter presents the methodological decisions made for the study. The first subchapter 
describes the research methodology, including the research approach and research 
philosophy. The second subchapter instead, presents the research context which in this study 
means the case company. After that, data gathering and data analysis methods are described, 
and finally, the research's is evaluated using the classic evaluation criteria. 
 
3.1 Research methodology  
This subchapter introduces the research methodology used in the research and gives 
justifications for the decisions made based on the existing business research literature. The 
first subchapter describes the research methodology used in the study, i.e., the qualitative 
approach and case study method. The second chapter, in turn, discusses the philosophical 
background of the study.  
 
3.1.1 Research approach  
The decisions considering the research methods should always be done based on the research 
problem. In practice, this means that the researcher needs to consider what kind of 
knowledge is needed and the best way to gain it. (Saarinen-Kauppinen & Puusniekka 2019, 
13). In order to answer the research question regarding CSR and employer branding, a 
suitable research approach is qualitative. According to Saarinen-Kauppinen and Puusniekka 
(2019, 13), the qualitative approach suits research where the goal is to describe a particular 
phenomenon closely and to gain a deeper understanding of it. Moreover, in qualitative 
research approaches, the main interest is to "understand reality as socially constructed: 
produced and interpreted through cultural meanings" (Eriksson & Kovalainen 2008, 5). 
Thus, the qualitative research method was a reasonable choice for studying phenomena like 
employer branding and corporate social responsibility in a business context, where 
interpretations and meanings are continuously socially constructed.  
Within the qualitative research methods, the research was conducted as a case study. 
According to Eriksson and Kovalainen (2008,117), case study research is a suitable research 
strategy when the goal is to study complex business issues because case studies can present 
them in an accessible and down-to-earth way. Since responsible employer branding is a 
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complex business issue that requires broad organizational and managerial knowledge, a case 
study was the right research method. Moreover, Saarinen-Kauppinen and Puusniekka (2019, 
43) state that case study research is the right method when the objective is a single situation, 
event, or case (or a group of cases) and the interest is to observe certain processes within it.  
According to Eriksson and Kovalainen (2018, 118), the purpose of a case study is to produce 
detailed and holistic knowledge that is "based on multiple empirical sources rich in context". 
Similarly, Saarinen and Puusniekka (2019, 45) state that when conducting a case study, the 
goal is to get a deep understanding of the phenomenon and understand the research context's 
effect on the phenomenon under interest. In this research, one of the main interest was how 
the context, i.e., business field, recent changes in the organization, the organization's 
structure, state of CSR, etc. affected to "the state" of responsible employer brand in the case 
company. Thus, the aim was to understand the crucial factors for the process in this certain 
company and the company's own views and interpretations of the matter.  
 
More precisely, the research count as an intensive single case study. Thus, the goal was not 
to produce knowledge that could be generalized to other business contexts but instead, to 
explore how the chosen case works in its natural environment (Saarinen & Puusniekka 2019, 
45). Especially, the goal was to understand how the chosen research context affected the 
people's interpretations and views about the discussed issues. Like Eriksson and Kovalainen 
(2008, 120) state, in intensive case studies, the understanding should be developed from the 
perspective of the people involved because a deep understanding and elaboration of cultural 
meanings and sense-making processes are especially important to understand.  
 
3.1.2 Research philosophy  
According to Eriksson and Kovalainen (2008, 12), one needs to consider also the 
philosophical aspects and questions behind different methods and research approaches 
because ways of how it is possible to gain knowledge of a certain phenomenon are affected 
by the expressions of how the research phenomenon is constituted. In practice, this means 
that exploring different philosophical concepts makes it easier to determine the overall 
research design and strategy. Research design and strategy, in turn, will set the directions for 
the whole research project. (Eriksson & Kovalainen, 2008, 12).  
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This research's philosophical position is critical realism, which is a quite new approach to 
ontological and epistemological issues (Easton, 2010). Critical realism, as an ontological 
starting point, draws from positivism and social constructionism. "It agrees with positivists 
that there is an observable world that is independent of human consciousness" but at the 
same time suggests that "knowledge about the world is socially constructed". (Eriksson & 
Kovalainen 2008, 20). In the business world, people indeed are all the time interacting with 
each other, and this way the reality, or at least a common understanding of it, is continually 
constructed. Therefore, this world cannot be seen as an isolated reality. Critical realism 
supports this idea because it shares the epistemological view drawn from constructionism. 
(Eriksson & Kovalainen 2008, 20).  
 
According to Easton (2010, 122), this is, however, not entirely the case. He states that from 
the critical realists` point of view, the world is seen more as socially construed than socially 
constructed (Easton 2010, 122). One interpretation of this idea is that there needs to be some 
common reality and facts that universally apply and exist "before" people's interpretations 
of them. Therefore, also, the positivist ontological approach is relevant for this study. Hence, 
the idea behind this research is that reality cannot be seen as a totally isolated realm because, 
in a business context, people are all the time interacting with each other creating common 
realities but also that there needs to be "a desire for a universal truth that would hold across 
industries, businesses, cultures, and countries". (Eriksson & Kovalainen, 2008, 18). 
 
Most importantly, critical realism supports well the chosen research method. According to 
Easton (2010, 199), critical realism is a good choice for philosophical position when doing 
case research because it "justifies the study of any situation, regardless of the numbers of 
research units involved". At the same time, he emphasizes that this is the case "only if the 
process involves thoughtful, in-depth research with the objective of understanding why 
things are as they are". (Easton 2010,199).  
 
3.2 Research context: the case company  
The research context for the study is the employer branding process in a real estate 
investment company Kojamo. Kojamo is a Finnish housing investment company that offers 
rental apartment and housing services in Finnish growth centers. Kojamo is Finland's largest 
company in terms of the fair value of the investment property, and the company has stated 
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that being "the property market frontrunner and the number one choice for its customers" is 
the vision for their future (Kojamo, 2020a). The company operates with two different brands, 
Kojamo and Lumo, from which Lumo is the consumer brand and Kojamo, the employer and 
investor brand. Because this study investigates the employer branding process, Kojamo-
brand is the one relevant for the research.  
 
Kojamo, originally VVO (Valtakunnalinen vuokratalo osuuskunta) was founded in 1969 and 
celebrated its 50th-anniversary last year (Kojamo, 2020a). During these 50 years, the 
company has made significant strategic changes and has experienced a transformation from 
a cooperative society into an investment company. The company was renamed to Kojamo 
in 2017, and in June 2018, the company was listed in the Nasdaq Helsinki stock exchange. 
(Kojamo, 2020a). The renewed company with the new name is still relatively unfamiliar for 
the general public which means that the employer branding work is still in the development 
phase. The development of the Kojamo-brand is indeed one of the main priorities in the 
company's strategy. Especially the marketing and communication department is working 
hard to developing the brand and increasing its awareness.  
 
When it comes to corporate social responsibility (CSR), the company states in their website 
responsibility being one of the strategic priorities, and managed as part of day-to-day 
business (Kojamo, 2020b). One indicator of this statement is that last year, Kojamo instituted 
a new position for a responsibility manager that is now responsible for developing and 
implementing CSR at Kojamo. Another indicator of the strategic CSR orientation is that the 
company has developed its sustainability reporting. 2019 was the first year when Kojamo 
applied the Global Reporting Initiative (GRI) framework and the European Public Real 
Estate Association's Sustainability Best Practices Recommendations to its sustainability 
reporting. (Kojamo, 2020b).  
 
All in all, the current situation in Kojamo was exciting and favourable for this research. 
Because the company has changed a lot during the last years, it is evident that the employer 
brand needs to be developed and strengthened, so that job applicants find the company 
appealing and interesting. It is also crucial for Kojamo to emphasize its strong commitment 
to CSR in its employer branding since the firms` reputation as a responsible employer 
positively affects potential employees` decisions whether the company is a good place to 
work (Carlini at al. 2019, 190). All in all, the research was beneficial for the company, which 
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is at the same time experiencing internal changes and facing external pressures that are 
affecting the way employer branding should be executed.  
 
3.3 Data collection  
According to Eriksson and Kovalainen (2008, 126), empirical data for case study research 
can be collected from either one or any combination of sources. The same researchers also 
highlight that using data from different sources usually makes the case studies more 
convincing (Eriksson & Kovalainen, 2008, 127). Therefore, both primary and secondary 
data were used in this research as well.  
 
Primary data for the research was gathered through interviews, one of the most used data 
gathering methods in qualitative research (Saarinen & Puusniekka 2019, 52). According to 
Eriksson and Kovalainen (2008, 81), interviews are commonly used in business research 
because they are "an efficient and practical way of collecting information that you cannot 
find in a published form". The people working closely with employer brand and corporate 
responsibility usually have the best understanding and knowledge and the most exciting 
views and opinions concerning the topics. Therefore, interviewing these professionals was 
the most beneficial way of gaining the information needed to answer the research question.  
 
In practice, the primary data was gathered through semi-structured interviews. Semi-
structured interviews built around specific themes were the right choice for data gathering 
since the aim was to get information only about particular topics, i.e., CSR and employer 
branding. Moreover, semi-structured interviews suited the data gathering well because there 
was no need to give the interviewees much freedom to answer the questions. (Saarinen & 
Puusniekka 2019, 57). The interview guide was prepared carefully beforehand, and the same 
guide was used in every interview. However, each interview was modified, i.e., the order of 
the questions was changed, or different questions were emphasized, based on the 
interviewees` position and knowledge.  
 
The interviewees consisted of six people working closely with employer branding and CSR 
in the case company: HR manager, chief marketing and communications officer, CSR 
manager, HR specialist, communications manager, and facility manager. Thus, the 
interviewees were chosen based only on their professional status, not gender, age, or socio-
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economic factors. Each of the interviews was held face-to-face in the company's head office 
and lasted around 30 to 60 minutes. The number of questions per each interview was 11 
(plus follow-up questions).  
 
Secondary data, in turn, consisted of different textual and visual digital material that were 
examined as a complement with the interview data. The textual material included the 
responsibility pages of the company web page, job advertisements, and social media 
postings. According to Eriksson & Kovalainen (2008, 90), the textual data is useful and 
relevant in qualitative business research because of the transparent nature, meaning that 
"texts are considered to represent directly what is being studied". In addition to the textual 
data, different visual material, such as pictures and videos, were analysed. According to 
Eriksson and Kovalainen (2008, 93), the analysis of different visual material can have a 
central role in business research, stating that "analysis of visual materials can provide a new 
way of looking at the economy, business life, and consumer cultures”.  
 
3.4 Data analysis  
The thematic analysis method was used to analyse the research data. According to Braun 
and Clarke (2006, 79), it is "a method for identifying, analysing, and reporting patterns 
(themes) within data" and a method that "minimally organizes and describes your data set in 
rich detail". Saarinen and Puusniekka (2019, 105) state that theme analysis is a natural choice 
for an analysis method if the interview is based on fixed themes because these themes will 
then probably exist in every interview. Thus, the method suited this research well because 
the interview guide was structured firmly around particular, fixed themes of employer 
branding and CSR. Furthermore, thematic analysis is a convenient method for the researcher 
who is not yet particularly experienced because it does not require detailed theoretical and 
technological knowledge (Braun & Clarke 2006, 94).  
 
When it comes to the practical implementation of the analysis, the process relied on Braun 
and Clarke's (2006, 86-93) analysis guide. Therefore, the analysis process included the 
following six steps: "1) familiarising oneself with the data 2) generating initial codes 3) 
searching for specific themes (within the CSR and employer branding themes) 4) reviewing 
themes 5) defining and naming themes and 6) producing the report". The process started by 
transcribing the interviews into a form that makes it is easier to conceive and analyse the 
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data. Like, Saarinen and Puusniekka (2019, 75) emphasize, it is very important to explore 
the data thoroughly to find out what it contains and what kind of perspectives it gives to the 
research problem. After the transcribing phase, followed the analysis phase, when, according 
to Braun and Clarke (2006, 86), it is important to constantly move back and forth between 
the data and write down ideas and potential coding schemes. 
 
As stated, the secondary data analysis was linked to the analysis of the interviews. The most 
important thing about this analysis was to figure out whether the textual and visual material 
was consistent with the interviews' findings. To analyse the textual and visual material was 
very interesting as it gave the possibility to evaluate the data subjectively and reflect the 
experiences to the interviewees' points. The secondary data analysis was crucial, considering 
the research interest because this textual and visual data is the company's first touchpoint for 
the external stakeholders. Thus, this material must signal the desired message: the image of 
a responsible employer.  
 
3.5 Research evaluation   
According to Eriksson and Kovalainen (2008, 291) using evaluation criteria in qualitative 
research is very important, because it can help the researcher to find the strengths and 
limitations of the study and because it increases the transparency of the research. To evaluate 
this research, the classic evaluation criteria was chosen because it is suitable evaluation 
criteria for research based on the critical realist philosophy (Eriksson & Kovalainen 2008, 
297). These criteria originally stem from quantitative research and its evaluation framework 
consist of three concepts: reliability, validity and generalizability (Eriksson & Kovalainen, 
2008, 291-2). Next, each of these concepts will be shortly explained and be reflected to the 
execution of this research.  
 

Reliability refers to the replicability and consistency of the study. In practice this means that 
if another researcher replicate your study would he/she end up with similar findings. 
(Eriksson & Kovalainen 2008, 293). To improve the reliability of the research, the study has 
been planned and implemented carefully, using consistent research methods. Moreover, all 
the steps have been described in detailed to make sure that the reader understands all the 
steps and would be able to replicate this study. However, as this study is conducted as a 
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completely qualitative, the data consisting mostly of interviews, the results are always 
depended on the researchers own interpretations. This is consistent with the research 
philosophy, critical realism, that is based on an idea that knowledge is socially constructed 
(Eriksson & Kovalainen 2008, 20), and therefore, people`s interpretations and own views 
also have a big role in analysis and in the statements of what is the truth. However, critical 
realism also relies on the idea that behind social constructions there needs to be a common 
reality, where the judgements can be based on. This has been taking into consideration, by 
evaluating the current situation of the case company as objectively as possible, and taken the 
nature of the research topic carefully into account.  
 
Furthermore, when it comes to the replicability of the research over time, Saarinen & 
Puusniekka (2019, 26) refers to diachronic reliability to evaluate replicability of the research 
over time, using the same research methods. This evaluation criterion is important to 
highlight due to the nature and topic of the research. The aim of this study was to increase 
the understanding of CSR employer branding and based on that investigate the current state 
of case company`s CSR employer branding. As it is very desirable that the company can get 
some tools to improve their CSR employer branding with help of this research, weak 
diachronic reliability can`t be considered to weaken the research.  
 
Validity refers to the adequacy of the research, i.e. is the research made thoroughly,  and are 
the results and conclusions “right” (Saarinen & Puusniekka, 2019, 25). Moreover, validity 

can be understood as a credibility and conviction of the research: how well do the 
researcher’s constructions meet the constructions of the attendees, and how well do the 

researcher present his/her constructions to the other so that they can be understandable 
(Saarinen & Puusniekka 2019, 25). In this research, the validity has been improved by 
conducting the literature review carefully, in order to get a comprehensive understanding of 
the research topics, and in order to get a valid analysis of the research data. When it comes 
to the data sources, also secondary data was used, that according to Eriksson and Kovalainen 
(2008, 293) is one way to establish the validity of the research.  
 
Final concept of the classic evaluation criteria in generalizability that refers to the idea 
whether the results of the research can be extended into wider context (Eriksson & 
Kovalainen 2008, 294). In qualitative research, generalization does not have a statistical 
meaning, like in quantitative research (Saarinen & Puusniekka 2019, 44), but in turn, it 
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implies well- argued and well- grounded case or people selection. Indeed, the conclusions 
about the data are not made on generalization but the idea is that studying a certain 
phenomenon can give ideas for other similar cases as well. (Saarinen & Puusniekka 2019, 
44). In other words, when one single case is studied carefully it is possible to find out what 
is the most significant in the phenomenon and what are the things that could possibly happen 
again when the phenomena is studied in other contexts.  
 
As my research is an intensive single case study, the aim was not to produce generalized 
knowledge (Eriksson & Kovalainen 2008, 122). As Easton states (Easton 2019, 119) 
intensive case studies are not conducted to produce generalized knowledge and therefore 
their key constrain of is their low (statistical) representativeness. The same researcher 
however highlight that a good singe case study “must stand be able to stand on its own” and 

that the key opportunity this kind of studies has to offer is the deep and comprehensive 
understanding of the research phenomena. Even if the generalization was not the aim of my 
research, I believe, that as the case is studied carefully and the results and analysis are 
presented thoroughly, my research can provide valuable insight regardless of the business 
context. 
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4 Findings  
This section presents the findings from the interviews and secondary data. Based on the data 
analysis, the following structure for the chapter was created: the first subchapter focuses on 
CSR in Kojamo that based on the interviews has a strategic orientation within the company, 
therefore giving a good base for CSR employer branding. The second subchapter instead, 
focuses on Kojamo`s CSR employer branding work by presenting and discussing about 
different CSR employer branding characteristics of the firm that were possible to define 
based on the interviews.  
 
4.1 Strategic CSR supporting CSR employer branding work   
The interviews showed that Kojamo is strongly committed to CSR and is continuously 
developing its CSR practices further. Especially a few indicators came up from the 
interviews that reflect the organization`s strong CSR status. Firstly, the interviewees seemed 
to understand the CSR concept well and its influence to their own work and to the society, 
which signals the good CSR knowledge in different business units. Secondly, the company 
has recently made concrete actions such as defining CSR as one of the strategic focus areas, 
creating CSR manager`s position, and implementing new CSR program into the organization 
which all are concrete indicators of the company`s strategic CSR orientation.  
 
4.1.1 Interviews reflecting good CSR understanding and knowledge within 

the organization  
It is clear that in order to be a socially responsible company, all the employees must 
understand the concept and its role in the business and in their own work. Hence, the good 
CSR understanding and knowledge of employees can itself be a clear indicator of firm`s 
strong CSR status. Consequently, to understand better the state of CSR in Kojamo the 
interviewees were asked how they understand the CSR concept, i.e., what it means for them 
personally and how they see their own role in developing the company`s practices into more 
socially responsible. According to the interviews, the CSR concept was well understood and 
the interviewees highlighted its great importance for the society and for Kojamo`s business 
as well. Especially the comprehensiveness of the concept was highlighted as the following 
answer indicates:  
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“It needs to be comprehensive, so like social responsibility and ecologic responsibility 
and responsibility for the personnel and society. So, it is not a concept that can be 
viewed only from one perspective” (Facility manager)  

 
All the interviewees indeed, described the CSR concept from different aspects and clearly 
understood its influence to different business areas. When the interviewees were asked to 
describe Kojamo`s corporate responsibility in more detailed all the three components of 
CSR: social, economic and ecological responsibility were mentioned. However, social 
responsibility was clearly the mostly highlighted CSR component in the answers, 
interviewees bringing out aspects like employees` wellbeing and safety as well as caring and 
equal organizational culture:  
 

“(…) Responsible way of managing and treat our personnel. Also, the equality is very 
important for us.” (HR manager)  

 
“Well if I think about this [CSR] from the employees` perspective, I would say that 
equality, that everyone is treated equally starting from the job search phase. Also, 
work-life balance. Like here the employees are not considered as working machines 
but we are considered as whole.” (Communications manager)  

 
“It [CSR] means that we can offer such a work place where every employee feels 
comfortable and safe. So, employee wellbeing need to be taken care of, work 
environment needs to be safe, and social environment needs to be the way that there 
is no managing with fear nor work place bullying (…).” (HR specialist)  

 
“ (…) Corporate responsibility, social responsibility, the safety of employees that is 
managed very closely in our properties.” (Chief marketing and communications 
officer) 

 
The other two CSR components, ecological and economic responsibility, were not as much 
highlighted but some aspect were mentioned however. Given examples of Kojamo`s 
ecologic and economic responsibility were for example energy efficiency and preventing the 
grey economy:   
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“(…) In ecologic responsibility energy efficiency is definitely very important aspect 
and we have worked a lot to improve that area.” (CSR manager)  

 
“In preventing grey economy we do more than the law requires. We don`t only take 
care of the small part of the production chain but we want to make sure that grey 
economy is prevented every part of the chain.”  (Chief marketing and communications 
officer) 

 
Moreover, in addition to describing the concept from different aspects, the interviewees 
highlighted the importance of the CSR mentality and attitude behind the company`s CSR 
actions. Clearly, CSR was understood as an issue that cannot be a separate part of the 
company and its business but it needs to be sort of “build in” the company and part of 
company`s mentality:  
 

“Corporate social responsibility is an ethical way of acting and also, it covers the 
mental side like attitude and values that need to be consistent with action.” (Chief 
marketing and communications officer)  

 
Apart from describing the CSR concept in general, the interviewees were asked to tell their 
opinion on which of the company`s stakeholders do they think are the most important ones 
regarding Kojamo`s CSR. In the CSR manager`s answer, the special characteristics of the 
business fields was naturally brought out and the question was overall considered from the 
many different perspectives:  
 

“The most important stakeholders regarding the corporate responsibility are 
customers, investors, owners, analysts, all that are expecting responsible operation 
from us. Then, employees of course are very important and the whole subcontracting 
chain like construction companies for example. Then the subcontracting chain in 
maintenance, i.e. waste management and cleaning companies (…). Then, there are 
also different organizations, like Rakli and WWF, with whom we do a lot of co-
operation with, and then media of course.” (CSR manager)  
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In addition to CSR manager, the other interviewees as well mentioned many different 
stakeholder groups as important ones. There weren`t any specific stakeholder group that was 
mentioned more than others but naturally interviewees own profession and position in the 
company affected to the answers:  
 

“Shareholders, when we talk about Kojamo. And then next becomes our personnel.” 
(Chief marketing and communications officer) 

 
“Our own employees and potential employees, the becoming Kojamo-people. For 
them we try to communicate our story and values. But also, our customers and 
shareholders are very interested in these CSR issues.  From them, we got a lot of 
questions regarding CSR and the customers need to be considered carefully because 
they are the ones that rent apartments from us” (HR manager)  

 
All in all, the interviewees showed that stakeholders are broadly taken into account in 
Kojamo`s CSR work. The broad views about different stakeholders´ importance further 
strengthen the image of a good CSR knowledge and understanding and act as a concrete 
proof of how comprehensive the CSR concept is seen within the company.  
 
 
4.1.2 Concrete actions indicating strong CSR orientation and development 
Another indicator of Kojamo`s strong CSR state is that the issue has gained more strategic 
role within the organization during the last few years. Behind this development is not only 
Kojamo`s own drive towards the issue but also the high CSR demands in the whole business 
field that naturally increases the pressures for Kojamo to operate socially responsibly and 
force the company to consider CSR aspects in their business:  
 

“CSR is very deep in our organization but also in the whole field of business. So, as 

we build a lot we need to consider all the responsibility aspects (…). It means that our 

basic functions like construction for example, needs to be done responsibly, otherwise 
it is impossible to execute. And we do it at least by the book or hopefully beyond that.” 

(Chief marketing and communications officer) 
 



 

 38 

During the recent years, the company indeed has done concrete actions to develop their CSR 
work. A good indicator of this development is that CSR is defined as one of the key strategic 
focus areas in the newest strategy period which concretely shows that the company is willing 
to devote effort and resources to CSR development and that the whole company is committed 
to the issue:   
 

”CSR will be one of the strategic focus areas in the newest strategy season, from 2020 
to 2030, so we will focus a lot on responsibility and sustainable development. Thus, 
CSR is very strongly incorporated into the strategy and has strong support from the 
top management and the whole personnel is strongly committed to it.” (CSR manager) 

 
Another concrete indicator of Kojamo`s ambition to develop its CSR practices is that last 
year, the company created a new position for CSR manager and hired a CSR professional to 
take care of the CSR development within the organization. The new CSR manager is now 
responsible for the development of CSR in the firm`s business operations and is supporting 
all the business areas in different responsibility questions. From the broad range of different 
responsibilities, the task that CSR manager considers as the most important one is the 
implementation of the new responsibility program:  
 

“And at the moment, the most important job is to work on the responsibility program 
that is intended to publish this year (2020). The responsibility program puts together 
all the CSR work that has been done already many years in Kojamo and in Lumo 
apartments. In this program, we define the focus points, indicators, and main goals, 
and look to the future, like where we want to be in 2030 for example.” (CSR manager)  

 
According to the CSR manager, the responsibility program is built around Kojamo`s mission 
to ”build a better city living” and includes all the three components of corporate 

responsibility: ecological, social, and governance (ESG). The focus areas and goals are 
defined based on these components as the responsibility manager describes:  
 

“Kojamo is builder of the sustainable cities (E) provides best customer experience and 
is the most competent and energetic work place (S), and is a responsible corporate 
citizen (G).” (CSR manager)  
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All in all, defining CSR as one the strategic focus areas, creating a new position for a CSR 
manager and hiring a professional for developing and implementing the responsibility 
program are clear indicators of Kojamo`s systematic and strategic CSR work and show that 
the issue will be one of the company`s main priorities in the future as well. When it comes 
to employer branding, the interviewees believed that this development will positively affect 
the employer branding work as well:  
 

(…) But yes, responsibility has been part of the strategy also before, but this year, we 
take bigger steps and maybe will get also some tools for employer branding 
communication as well. ” (HR manager)  

 
Indeed, a good CSR understanding and strategic implementation of CSR within the 
organizations give a strong base for CSR employer branding work in Kojamo. Next, it is 
time to analyse the characteristics of Kojamo´s CSR employer branding based on the 
interviews and secondary data analysis.  
 
 
4.2 CSR employer branding actions and characteristics  
According to the interviewees, like CSR work also employer branding is done systematically 
within the organization. Based on the analysis, it was possible to distinguish six different 
characteristics in Kojamo`s current employer branding work that based on literature are 
relevant in analyzing a company`s CSR employer branding state. In Kojamo, these 
characteristics are 1) strong cooperation between different business units and different 
organizational levels 2) strong focus on CSR employee experience 3) strong employee 
engagement 4) relatively weak CSR value proposition behind the employer brand 5) partly 
supporting corporate and products/service brands, and 6) systematic CSR communication 
that supports the other CSR employer branding actions. Each of the characteristics found are 
analyzed next in own subchapters. 
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4.2.1 Employer branding work conducted through strong cooperation 
between different business units  

As it was stated in the employer branding literature, it is important to involve different 
business units and different company levels to employer branding as each of the business 
units have their own crucial role in the process (Biswas and Suar, 2016). When it comes to 
top management level, the role is to enable the employer branding in the organization and 
provide the terms of reference for its effective execution. The responses of HR manager and 
the Chief marketing and communications officer, the most high level employees from the 
interviewees, confirmed the ideas from the current literature as they both described their role 
as a planner and enabler rather than executors of employer branding:  
 

“I think that my role is crucial in the employer branding work, but maybe my role is 
more like an enabler” (Chief marketing and communications officer) 

 
“Hmm… my own role. Well, of course it [employer branding] is in HR`s action plan 
and we put a lot of effort into it within the team. However, in my own role, I’m not 

involved in the actual every day work. I`m there when we need to think about the bigger 
guidelines and investments for upcoming year for example…so planning the teams` 
operations and clarifying the focus areas.” (HR manager)  
 

 
In addition to the top management level support, the strong cooperation between different 
business units is fulfilled in Kojamo`s employer branding. According to the interviews, the 
strong co-operation is executed exactly “by the book” as the biggest responsibility in 

executing employer branding is for HR and marketing and communications team:   
 

“Co-operation is tight, especially between marketing & communication and HR. So, 
yes, together beyond department limits.”  (Chief marketing and communications 
officer) 

 
In addition to HR and marketing communications, Kojamo has an office service team that  
has become an important part of Kojamo`s employer branding work. The department itself 
is an exceptional as in many companies there is no such department existing. However, in 
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Kojamo, the role of the team and especially the role of Facility manager is nowadays 
important in employer branding:  
 

“Developing Kojamo`s employer brand is part of my operations plan, and I`m working 
in a strong co-operation with HR and marketing. Of course, my work act more as 
auxiliary activity  but still I think that I have an  important role in different campaigns 
for example…So the way I see it, I have quite an active role in employer branding 

work and I want to be part of developing it.” (Facility manager)  
 

 
All in all, the strong co-operation between these three units: HR, marketing and 
communications, and office services was highly emphasized in the interviews. In practice, 
the cooperation happens through regular meetings and through a shared Teams channel 
where different employer branding actions are planned and discussed. The following 
responses describe this co-operation in more detail:  
 

“These three units are working closely together and we have check up meetings every 
month about things regarding employer branding, employer experience, and 
recruiting. And especially we discuss about very topical issues, like for example what 
nice or funny could we do next.” (Communications manager)  

 
“ We have of course a strong co-operation with communications, we actually just had 
a meeting with Marika about the things that are on the table now. So, we make sure 
that job search and marketing works well together. Then regarding the inner 
processes, we, HR, marketing and office service, have communication channel in 
Teams for the Gokojamo campaigns where we juggle different ideas and then we have 
regular meetings together. “ (HR specialist)  

 
Even if the three groups mentioned above are forming the core of the employer branding 
team, CSR manager is partly involved in planning and executing some employer branding 
efforts such as different CSR related campaigns. The CSR manager itself believes that her 
role will grow in the future as the CSR issues gain even more bigger role in the company, 
and therefore in employer branding as well:  
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The way I see it, I will have quite a big role in it[employer branding] because I think 
that its very important to highlight the things that we do for CSR in recruiting and in 
employer brand as well. My opinion is that corporate responsibility aspects have 
nowadays bigger role in company`s image and that is why it would be very important 
to highlight our ethical, responsible and transparent operation and different 
campaigns and actions in employer brand.“ (CSR manager)  

 
Thus, the cooperation between different business units is strong in Kojamo. Especially the 
HR and marketing and communications functions are working closely together which is seen 
a crucial part for effective employer branding. Moreover, as this cooperation will be 
supplemented with more active involvement of the new CSR manager, it is safe to say that 
Kojamo has good conditions for executing CSR employer branding.  
 
 
4.2.2 CSR Employee experience as a starting point for CSR employer 

branding  
Interviews showed that the starting point for Kojamo`s CSR employer branding work is a 
responsible employee experience, here referred as CSR employee experience. This means 
that more than actively building a CSR employer brand through different communicational 
tactics, the company focuses on creating a responsible employee experience in many 
different ways:  
 

 “My opinion has always been that employer brand originates very strongly from 
employee experience. Meaning that employer branding cannot be only communication 
outside the company but the communication needs to be more like stories about our 
everyday lives here (…).” (Communications manager)  

 
Other interviewees supported the Communications manager`s ideas as they described how 
important it is that the things really are well inside the organization and that every employee 
gets the feeling that Kojamo really is a caring and responsible employer. They described 
how is important that that the reality and the messages that company sends cannot be 
inconsistent but instead, the things needs to be well inside the organization before any sort 
of messages are send outside the company:  
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 “So the starting point is that we really have the things here in a way that we dare to 
communicate about them outside the company. Like, if we would tell and communicate 
everyone how responsible we are and how well everything is going and then It 
wouldn’t actually be that way, we could end up in quite embarrassing situations (….). 
(HR specialist)  

 
“The way I see it, it is nowadays quite trendy to speak about the responsibility aspects, 
so many companies end up communicating about these things and then it can be a bit 
fake. It is very important that all the employees internalize the idea of responsibility in 
business and responsibility needs to part of everyday life here all over the organization 
and everyone from the management to grass roots level need to be committed to it.” 
(Facility manager) 

 
To get a better idea about the CSR employee experience in Kojamo the interviewees were 
asked how do they think CSR is showing to Kojamo`s employees. In other words, what are 
the things that give the employees a feeling that Kojamo is acting like a responsible 
employer. According to the responses, the CSR employee experience in Kojamo is built and 
developed for example through different CSR related campaigns, and some smaller affairs 
to make the employees days better and to emphasize responsibility actions that the firm is 
doing:  
 

“We put a lot of effort to the employee experience here. In co-operation with 
Marketing, HR and office services and now also the responsibility manager, we plan 
different campaigns and also some smaller, mundane things to make our employees 
happy.” (Communications manager)  

 
In addition to the separate campaigns, employee experience is considered in other ways as 
well. As was highlighted in the literature, employee experience starts from the application 
period and ends only after when an employee leaves the company, and therefore, CSR 
employer branding requires CSR employee experience management throughout the whole 
employee lifecycle. Linked to this idea, the interviews showed that CSR is shown to 
employees in different phases of employment lifecycle. For example, responsible recruiting 
process was mentioned in some answers:  
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“We describe very clearly the whole recruiting process for the job applicants, so it’s 

clear for everyone what will happen in each step. We have indeed got positive feedback 
that it is working very well. Like, we really spend time to read the applications and we 
try to answer personally for everyone.” (Communications manager)  

 
“It is very important how we communicate to the job applicants during the recruiting 

process. The communication needs to happen in the right time so that the applicants 
know what is going on, what can they expect, and we there is some delays for 
example.” (HR specialist) 

 
 
The other concrete example given about Kojamo`s “CSR employee lifecycle” was 

responsible and transparent salary system that has been used already many ears in the 
organization:  
 

“And we also have a Hay- salary rating. It is described precisely in Intranet where 
everyone has an access to it. Also in job advertisements, there is mentioned the salary 
range that is defined to a certain position. I think this is very fair manner.” 
(Communications manager)  

 
In addition to responsible recruiting and salary system, interviewees described an overall 
feeling of comfort, safety, and wellbeing relating to employment in Kojamo. In the following 
responses, the interviewees describe that the company puts a lot focus on job safety, equality, 
non-discrimination, and employment benefits that all reflects the image of a caring and 
responsible employer:  
 

“It is part of the employees work that we make sure that everyone have a safe workday. 
We make sure that all the environmental aspects are fulfilled and take into account 
different cultural aspects.” (Chief marketing and communications officer) 

 
“Equality, non-discrimination. I worked a lot with the former HR specialist in 
recruiting, so I know that we have very equal employee distribution. We have men, 
women, younger, older and people from very different backgrounds. So, if you look at 
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the graph it shows that we don’t favor people from certain age when we are hiring 
employees. This a very good example of an equal treatment.” (Communications 
manager) 

 
“(…) If I compare to my former work places, I would say that the overall caring of 
employees is very strong here. For example, we have very awesome employment 
benefits. Outstanding, I would say.” (HR specialist) 

 
 
Furthermore, a concrete indicator of Kojamo`s strong focus on CSR employee experience is 
its efforts regarding sustainable office environment. The company has already many years 
being part of a Green Office program that aims to develop companies and offices more 
sustainable. The Green office program, founded by an environment organization WWF, 
involves already many companies in Finland and has now expanded to other countries as 
well. Facility manager, who is responsible for the implementation of the program in Kojamo, 
highlighted the important role of Kojamo in promoting the program worldwide and 
emphasized  its central role in decision making regarding work and office environment, and 
procurements. Kojamo has seven offices around the country and they all have now received 
the Green office status. Below, Facility manager explains the practical implementation of 
the program in more detail:   
 

”There are certain criteria that we need to fulfil in order to get the status. And the 
program also aims at continuous improvement, so every year we create an 
environment program and define at least three numeric indicators that we follow…We 

have decided to follow a bit more than three indicators: air travel, fuel consumption, 
and paper waste and electricity consumption in the offices. So, these are the areas we 
get specific numbers from.” (Facility manager) 

 
Another responsibility related program in which Kojamo has taken part for many years is 
Responsible summer job campaign that aims to provide good summer job experiences for 
young employees. Companies that are involved in the campaign are committed to provide 
responsible summer job experiences to their summer workers and in the end of the summer, 
the companies are evaluated based on the workers` experiences. According to the interviews, 
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Kojamo takes the campaign very seriously and put a lot of effort to it year as they hire around 
fifty summer workers every year: 
 

“Also this year, we have fifty summer workers that is a very important recourse for 
us… I think it`s very valuable that we can offer so many positions and that we can 
offer the first working experiences for young people starting their careers. We try to 
make these experiences as positive as possible so that these young employees can get 
a good start for their work life. So, from the social responsiveness point of view this is 
very big deal.” (HR manager)  

 
As the HR manager described above, the summer job campaign is a very important from the 
social responsibility point of view, as Kojamo provides first work experiences to young 
employees. Instead, from the summer workers point of view, Kojamo shows its commitment 
to responsible employee experience by providing a good recruiting experience, meaningful 
job, and overall fair treatment:  
 

“(…)We are committed to provide a good applicant experience, providing a 
meaningful job, a good orientation, and equitable salary, so the whole package sort 
of (…). And for us it has always been very important to consider the summer workers 
like “normal employees” in a sense that we don’t hire these workers only to fill in our 
summer holidays but we want to invest in them with a same intensity as we do with the 
regulars.” (Communications manager)  

 
Thus, CSR employee experience is managed through different CSR related campaigns and 
programs and by ensuring the overall responsible employee lifecycle. Interviewees also 
showed that the responsibility aspects that are standing out in CSR employee experience 
management are related mostly to social responsibility. This is consistent with the current 
literature where CSR employee experience is defined as employee perceptions of internal 
CSR initiatives and activities that are directed towards the employee (Carlini et al. 2019). 
Some researchers however, explained that in addition to employment related attributes also 
other attributes like product/service characteristics, company`s success or constructed 
external image are also influencing employee experience (Maxwell and Knox`s 2009). 
Therefore, in CSR employer branding as well, it would be important to consider CSR 
employee experience from broader perspective not just the social responsibility aspects. 
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Anyway, Kojamo`s view of employee experience being a starting point for their employer 
branding work, gives a good base for developing CSR employer branding processes within 
the company. 
 
4.2.3 Current employer brand not conveying a strong CSR value proposition   
The interviewees were also asked how do they see Kojamo as an employer and how do they 
believe external stakeholders are seeing the company. Linked to these questions, the 
interviewees were also asked more concretely to describe the company`s current employer 
brand. The answers differed quite a lot, and especially the question regarding the current 
employer brand was difficult for most of the interviewees. However, it was possible to 
distinguish few adjectives and characteristics that were highlighted in most of the answers. 
First word that most of the interviewees used to describe Kojamo was “a forerunner”. This 
word was often linked to an idea that Kojamo is an innovative company that do a lot of 
things first, and is an innovative company and therefore providing for its employees an 
environment where there is possible to develop oneself and be part of developing the 
business operations as well.  
 

“Kojamo is a bellwether of housing, like a forerunner I would say. I hear a lot from 

people that are working in the same business field comments like” you do everything 
first and you are very agile. (…) And like digital leap that we have taken, we are ahead 
of others in that. So, a forerunner in the field of housing. “(Communications manager)  

 
”Kojamo is go-ahead company, continuously developing its operations, and provides 
its employees an opportunity to create new things and an opportunity to be part of the 
change in housing and urbanization (…).” (HR specialist)  

 
Other characteristics that were brought up in most of the answers were overall good 
atmosphere within the company and a humane attitude towards the employees. Most of the 
interviewees indeed described Kojamo as a company that inspires the employees and takes 
care of them, and as a company where there is nice people and fun to work at.  
 

“(…) Kojamo provide such a community where the employees can be inspired and 

they have fun at work. Overall, Positive!” (HR specialist)  
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Thus, the characteristics that currently are standing out in Kojamo`s employer brand, are the 
company`s position/image as a forerunner in its business field and the company`s good 
atmosphere and humane attitude towards its employees. These are valuable characteristics 
and most likely give positive signals outside the company, therefore strengthening Kojamo`s 
position in the labor markets. At some extent, these characteristics can be linked to the social 
responsibility as well. In today`s business world, to be a forerunner, most likely means that 
a company is at least in some extent, developing its businesses to more sustainable which is 
important in ecological responsibility point of view. Humane attitude towards the employees 
and an overall good and inspiring atmosphere instead, reflect the social responsibility that is 
according to the current literature especially important for employees when they are 
evaluating employer`s responsibility. Thus, Kojamo current employer brand reflects in some 
extend the CSR values and ideology of the company.  
 
However, in CSR employer branding it is crucial that a company have a clear picture of the 
values that it can offer for its employees regarding social responsibility, and further the kind 
value that the competitors can’t provide. In other words, a company needs to define a clear 

CSR value proposition that can then be conveyed to the CSR employer brand. The 
interviewees in Kojamo showed that the company haven’t yet defined a clear CSR value 

proposition that would help them to build stronger CSR employer brand to stand out stronger 
as an CSR employer, even if the current employer brand sure emphasizes important 
employment related aspects already.  
 
4.2.4 Employee engagement as a strong internal CSR branding characteristic 
Another strong characteristic in Kojamo`s CSR employer branding is a strong employee 
engagement. This is well aligned with the current literature that highly emphasizes the 
important role of the current employees in CSR employer branding (e.g. Kashikar-Rao, 
2014). According to the interviews, Koajamo`s employees are strongly involved in both 
employer branding work and CSR work in many different ways as the following answers 
indicate:  
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“And now when the CSR manager started she formed a CSR steering group. So now 
we have a quite big group of people through the organization thinking and planning 
these things.“ (HR manager)  

 
“One thing that comes to my mind is the responsibility questionnaire where the 
employees can bring out their views. So, with help of different questionnaires and 
studies we want to know how things are working and how could we improve. “ 

(Communications manager)  
 

 “We are now changing the forms of our participatory development work within the 
company: before we had a virtual idea workshop in Intra where it was possible to give 
suggestions for improvements. Lately, we have been developing it more into physical 
workshops. But, when we look back to the Intra time, it was also a channel to bring 
out these responsibility themes.“ (HR manager)  

 
 
Another example of Kojamo`s employee engagement practices is “Kookle”-sessions that 
were described as Kojamo`s inner “knowledge bank”. In practise, Kookle works as follows: 
employees are encouraged to bring out suggestions and ideas of the topic that they would 
like to hear and learn more about and then the company will organize a Kookle sessions 
regarding these desired topics. During these sessions, a professional of the certain topic will 
give a presentation and all the attendees are allowed to ask questions and give comments. 
The time of the interviews, one Kookle session was held regarding the CSR work and its 
development:  
 

 “We organize different kinds of Kookle sessions, and actually next week`s discussion 
deals with CSR themes. We surely hope that everyone is actively participating to the 
discussion and give feedback. So, we really want to hear everyone´s thoughts and 
opinions.” (Communications manager)  

 
”For example last week we had a session where we were told about Kojamo`s CSR 

work, so this way we are kept updated how the things are proceeding.” (HR specialist)  
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The employee engagement practise that was most commonly mentioned in the interviews 
was different campaigns. Kojamo had indeed built its CSR employer brand strongly through 
these campaigns that aim at increase employees` awareness about CSR issues and give the 
employees possibility to take part actively. According to the interviews, different kinds of 
campaigns are organized around the year highlighting different aspect of corporate 
responsibility:  
 

“(…) If we start from the beginning of the year, we have an earth hours that is linked 
to environmental responsibility. Then in March, we organize kilometre race and 
actually this week we “celebrate” waste week.. In many years, we have also taken part 
in energy saving week. Then there are several other campaigns that we gladly attend 
to if we get an idea and inspiration.”  (Facility manager)  

 
“We really concentrate only on the campaigns that are advancing responsibility. For 
example, in Earth Hour we sort of practice having a dinner in a candle light and 
discuss about the wellbeing of the world. Through the kilometre race instead, we try 
to promote our personnel’s health and wellbeing in a very concrete way. In the same 
campaign, we as a company try to decrease emission and this way do good for the 
globe. Then, we have Christmas tree collection and other such campaigns where we 
make it possible for the personnel to donate for charity.” (Communications manager)  

 
The interviewees also highlighted how employees are not only engaged in participation of 
these campaigns but also in planning phase and that the ideas of these campaigns doesn`t 
always come from the top management:  
 

“But if we think about these campaigns for example, the ideas do not come from the 
management but always from the personnel, from different work groups and office 
services, and communications. So, the idea and proposal is born there and then it is 
carried on. So, when I think more closely, very few concrete ideas actually come from 
the management.” (HR manager)  

 
When it comes to the activity and willingness of Kojamo`s employees` to participate in these 
campaigns, Facility manager stated that all in all, they are quite active in taking part of the 
campaigns and that the activity has increased along with a new communication channel:  
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“Well I would say that nowadays better, maybe that is because of Teams. Of course, 
participation could always be even more active. But, if it`s some tempting thing they 
are in. For example, in the kilometre race that has been going on the whole summer 
we have had a lot of participators.” (Facility manager) 

 
 
All in all, different employee engagement practises are a strong way to strengthen the CSR 
employer brand, and the effect happens in two ways: firstly, the strong employee 
engagement means that more ideas regarding CSR and employer branding are brought up 
than would be without the strong employee engagement. As the employees are the ones that 
knows best what is happening in the organization, and knows for example how responsibility 
aspects could be improved, these ideas are a very valuable resource for the company. 
Secondly, the manner of asking and hearing employees` opinions and ideas and giving them 
possibility to involve in CSR and employer branding work strengthen the image of a 
responsible employer within the company as that makes employees feel themselves 
important.  
 
 
4.2.5 Corporate and product brands partly supporting CSR employer brand  
As it was discussed in the literature review it is important to differentiate the employer brand 
concept from the other brands such as product brand and corporate brand (Backhaus and 
Tikoo, 2004). Moreover, it was explained how it is important in CSR employer branding 
that the other brands support the CSR employer branding efforts. In practice, this means that 
both the corporate and product brands need to reflect the ideology and image of a responsible 
company in order to get the desired message through in CSR employer branding. In this 
study, the interviewees were not directly asked about their views on whether the other brands 
are supporting CSR employer branding or not, but they were however asked to describe 
Kojamo`s business in general. All the interviewees were quite consistent in their answers, 
most of them emphasizing Kojamo`s purpose of providing good rental housing and lovely 
city living by developing the housing services and therefore focusing on the overall positive 
housing experience:  
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“Kojamo wants to provide good rental housing in the cities and in the growth centres 
and to develop the housing services further.” (HR  
 
“Kojamo works for the better city living and Lumo-apartments give lovely rental 
housing and city life for all the residents (…)” (Communications manager)  
 

In addition to the housing services that are operated and developed under the Lumo brand, 
the other core businesses of Kojamo are real estate development and investing that, 
according to the CSR manager, are operated by keeping the responsibility aspects in mind:  
 

”We build cities based on sustainable development and the way I see it, we as a big 
player have a great opportunity to influence the responsible development of the cities 
and buildings (…). (CSR manager)  

 
Based on the interviewees` answers it is therefore possible to make some sort of conclusions 
that the corporates` core business and ideology and therefore, the product/service brand and 
corporate brand are at least some extent supporting the company`s CSR employer branding 
efforts. Or at least, it could be stated that they are not directly hampering CSR employer 
branding. Building according to sustainable development and providing good rental housing 
by continuously developing the housing services are such functions that, even if not directly 
considered as sustainable or CSR businesses, are however invoking positive association and 
therefore, are not preventing the development of CSR employer brand. So, in general, 
Kojamo`s core business reflects the ideas of a caring and responsible company which affect 
positively to Kojamo`s CSR employer brand as well.  
 
 
4.2.6 CSR communication supporting other CSR employer branding efforts  
According to the interviews, the final characteristic in Kojamo`s CSR employer branding is 
a systematic CSR communication that supports the other employer branding activities. As 
literature review showed, CSR communication is a broad concept that can be executed 
through different strategies and different communication channels. Even if CSR 
communication and CSR employer branding are separate, different concepts it is clear that 
they support one another. Thus, with efficient CSR communication a company can 
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strengthen their CSR employer image. In Kojamo, this happens both through CSR 
communication that is targeted directly to potential employees but also through other kind 
of CSR communication.  
 
According to the interviews, Kojamo puts a lot of effort in its CSR communication which is 
planned and operated systematically in marketing and communications team. When the 
interviewees were asked how do they think CSR is showing in Kojamo`s employer brand, 
the answers were overall optimistic and positive as they think that CSR issues are 
increasingly highlighted in communication:  
 

“I believe that it shows because in last few years we have tried to highlight it more 

and more. So, if we think about what are the aspects that comes across from Kojamo`s 
communication and employer brand, I would say that CSR is one of these things.” 
(Facility manager) 

  
“We communicate strongly about how responsible employer we are and overall we 

communicate about our CSR actions and highlight these things in our web pages and 
articles.” (HR specialist)  

 
“I believe it shows well. We have tried to communicate strongly about all the 
campaigns and especially from Responsible summer job campaign which is a huge 
investment for us every year.” (HR manager)  

 
When it comes to the specific communication channels through witch Kojamo is 
communicating about its CSR, the company web page, that include different section for 
corporate responsibility, was mostly mentioned in the interviews. Communications 
managers especially emphasized that company web pages have been recently revised and 
along with the project the CSR issues are even more highlighted:  
 

”When we started to improve Kojamo.fi page, we sort of had two different focus 
groups: investors and job seekers/applicants. So, these were the main focus groups 
but of course it was important when planning the content that the responsibility aspects 
can been seen and noticed easily.” (Communications manager)  
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Secondary data analysis from Kojamo.fi webpage supports this statement. Responsibility 
section is easy to find as it is one the main headings on the front page. With only one click 
the reader has easy access to every information that is relevant regarding Kojamo`s CSR 
work. In the responsibility section, there are extensive description about how CSR is 
incorporated into the organizations ideology and operations. In addition, the sections about 
the focus areas defined in the responsibility program are placed very visibly in the front page 
of the responsibility section along with describing, warm pictures. All in all, the 
responsibility section is very comprehensive and clear and therefore, supports well Kojamo`s 
CSR employer brand.  
 
From the CSR employer branding perspective highlighting CSR issues in company web 
pages  is truly important as potential employees are commonly using companies` web pages 
to get to know to the companies when looking for a job. Especially, it is natural for potential 
employees to consider employer characteristics such as organizational culture, overall 
atmosphere or employment benefits, thus the things that concretely affect to the employee 
experience. To get this information, the section where companies offer information about 
themselves as an employer is therefore crucial in employer branding perspective. In the 
interview, HR manager highlighted that the web page also has a ”Kojamo as an employer” 

section where responsible human resource management principles and practices are 
described.  
 
Secondary data analysis shows that Kojamo as an employer -section is clear and extensive 
as was the responsibility section. The main headlines in this page are: organizational culture, 
appreciated employer, job wellbeing, and personnel in numbers which means that all the 
relevant information about Kojamo`s employer characteristics is offered easily. Especially 
the sections job wellbeing and personnel in numbers support the responsible employer brand, 
as the first one gives concrete information about how Kojamo is taking care of its employer, 
and the second one showing charts about Kojamo`s versatile positions and equal age range 
of the personnel. Overall, the Kojamo as an employer sections supports CSR employer brand 
very well.  
 
In addition to company webpages, the job advertisements are important communication 
channel, especially in communicating with potential employees. Therefore, job 
advertisements are another communicative way to develop the CSR employer image. When 
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it comes to Kojamo`s job advertisements, the interviewees stated that the company is putting 
a lot of effort in planning and writing them and they want to make sure that company´s 
values and Kojamo spirit come across. However, when the interviewees were asked if the 
CSR issues are highlighted in the advertisements, the answers were a bit contemplative:  
 

“In job advertisement…hmm let me think. Well, of course in we tell about our work 

community and atmosphere and of course in these job advertisements we strongly 
highlight our values. But responsibility…good question. We need to make sure that it 
is highlighted there as well.” (HR manager)  

 
“Yes, or actually I started to think more closely our job advertisements. Wait, let me 

check…Well we do not directly mention the word responsibility/CSR which is actually 
a very good point to consider.” (HR specialist)  

 
 
Analysis of the job advertisements supports the answers above. The advertisements are very 
well written as they highlight the company`s values and overall spirit and attitude. Also, the 
basic idea of a responsible and caring company is shown as it described how Kojamo is not 
just building houses but their business is based for an idea that home is the most important 
place for human beings and therefore, the company wants to be involved in creating a good 
living and better quality of life. However, the job advertisements do not tell anything about 
the concrete CSR practices or the company`s strong investment in CSR development. The 
words “responsibility” or “CSR” are not mentioned in the advertisement and therefore the 

issues do not stand out clearly.   
 
Another, maybe not so obvious, CSR communication channel is CSR reporting. CSR reports 
support company`s CSR image by concretely showing the company`s CSR actions and their 
proceeding by international indicators. Even if the potential and the current employees are 
not the most obvious target group for companies CSR reports, there surely are employees 
that are interested in reading these reports and use them when evaluating potential 
employers. As it was stated in the literature, employees are increasingly aware of CSR issues 
and especially younger employees choose employers based on their CSR image which make 
them more aware about CSR reporting as well.  
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CSR reporting is becoming more common in every business and today, it is required for 
every listed company. According to CSR manager, last year Kojamo did CSR reporting first 
time according to the international GRI standards and was part of GRESP (Global Real 
Estate Sustainability Benchmark) reporting. Extensive CSR reporting sends strong CSR 
message from Kojamo and therefore gives positive signals for the potential employees that 
are aware of the CSR issues and prioritize them in job search.  
 
In addition to formal communication channels, social media is nowadays a very important 
channel for CSR communication and employer branding. According to the interviews, 
Kojamo is very active in different social media channels and social media communication is 
one of the main focus areas when the decisions are made regarding employer branding. 
Kojamo is indeed, very active in different social media channels and especially in Instagram 
the company brings out its employer characteristics well. Kojamofi Instagram account 
mostly consist of postings about everyday life where the employees are in the centre. 
Overall, the account gives and image of a warm and caring company where is an easy-going 
atmosphere. These observations are well aligned with the idea that came out regarding the 
CSR employee experience: the company puts a lot of effort to the wellbeing of the workers 
and then the communication is mostly telling stories about the real-life experiences. In 
addition, there are a lot of posts about the CSR related campaigns.  
 
Also other social media channels, Facebook, Linkedin and Twitter are active even if they 
focus more on official content, such as articles and job advertisements.  Overall the 
communication is based on the ideology of telling proudly what is accomplished, which 
applies to CSR issues as well. In all these channels, there are already news articles covering 
the company`s CSR efforts. 
 
As described in the earlier chapter, Kojamo is engaging its employees strongly in different 
employer branding efforts, and the same ideology applies to the company’s social media 

communication as well. According to the interviews, Kojamo has created a concept of social 
media ambassadors which means that the company authorizes certain employees to be active 
in social media and share their work and feelings in different channels:  
 

“We are continuously trying to activate our employees to use social media in sharing 
things about their work in Kojamo because these are much more stronger messages 
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than the ones that company tells. So, these social media ambassadors that share their 
ideas to their own networks have a very important role in creating the company image 
(…).” (HR manager)  

 
Indeed, the interviews showed that Kojamo understand well the importance of the 
uncontrolled communication in CSR employer branding and in communication overall. In 
her response, HR manager describes how every employee are constantly building Kojamo`s 
employer brand only by telling others about their work place and experiences and this way 
are also responsible for the content of the messages that are sent outside the organization:  
 

 “Everyone of the employers, wanted or not, consciously or unconsciously, are 
constantly building Kojamo`s employer brand only by telling others about their work 
place and work days. It is very casual but a strong way of communication and we are 
all involved in it. It is up to us, whether these stories that we are telling bring out our 
values, and excitement and energy or is it some totally different message.” (HR 
manager)  

 
Well one very simple and concrete example is our flexible working hours. I hope that 
people talks about these stuff like: “Hey I`m going today a little bit later for work 
because I need to take care of the kids”. And in this way, we can unconsciously create 

an image within our circle of acquaintances.” (Communications manager)  
 
Overall, the interviewees believed that word of mouth communication is the one that people 
really listen to and believe. Therefore, the way company`s own employees are experiencing 
their employer`s CSR work is crucial in employer branding:  
 

“So if we tell something for example in our social media channels and then our 

employees tell differently, it is the employees` story that people are going to listen to. 
So, what our own personnel think about our CSR work is the most important in 
building the responsible employer brand.” (HR manager)  

 
Consequently, the big impact of uncontrolled communication on CSR communication and 
further on employer branding naturally increases the importance of the other CSR employer 
branding characteristics mentioned earlier such as CSR employer experience and employer 
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engagement. Namely, if the employees genuinely see their employer as responsible and 
caring and feel that they are heard and given opportunities to involve in CSR work and CSR 
employer branding work, they naturally communicate more positively outside the company.  
 
Overall, the interviewees and the secondary data analysis gave a positive picture of the state 
of Kojamo`s CSR communication. Many different channels are used and CSR themes are 
actively brought up in communication which supports well the development of the CSR 
employer brand. However, a certain kind of humbleness and willingness for improvement 
were also possible to sense in the interviews. Namely, even though the interviewees believed 
that CSR issues are well brought up in employer branding most of them still described that 
there still are place for improvement to emphasize the CSR issues even better:  
 

 “CSR is a very broad concept, so I believe there are a lot of areas that we could 
highlight even more and think about what are the things that people really find 
interesting We need to bring out different CSR themes in our communication. That is 
a thing we have already thought and discussed about a lot and will focus on that in 
future as well.” (HR manager)  

 
“And even if I speak about these things quite positively, I know that we still have a lot 

to improve, so I regard humble to this issue. We have still a lot to do when it comes to 
these issues and we could focus on these things even more in future.” (Chief marketing 
and communications officer) 

 
When it comes to the future development of CSR employer branding the thoughts were 
overall positive and trustful. The interviewees broadly believed that the recent concrete 
actions towards more strategic and systematic CSR work will affect positively to CSR 
employer branding as well.  
 

“We already do a lot but by launching the responsibility program we want to increase 

the coverage of these themes also in employer branding.” (CSR manager)  
 

“I would say that we think more and more these things and this is why we have hired 
resources to consider the CSR issues. Before responsibility themes have been present 
to some extent in different projects but now when we have a person that concentrates 
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only on these issues, it will get easier. So, I`m sure that CSR themes are the ones we 
will focus on more in future and it will show more in employer branding as well.” 

(Communications manager)  
 

“I`m looking forward to see how things are proceeding because now the CSR issues 
are taken into strategic centre. This makes it possible to focus on it even more and 
actually we need to do this as our investors are expecting us to do so as well. I believe 
that CSR will be one of the success factors for this company if we do it right. It has a 
lot of potential.” (Chief marketing and communications officer) 
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5  Discussions and conclusions 
This chapter discusses the main findings and gives conclusions for the research. The first 
subchapter discusses the main findings of the interviews and complementary data by 
reflecting case company, Kojamo`s, CSR employer branding to the theoretical framework 
that was formed based on the existing literature of CSR employer branding (see chapter 
2.3.). As the aim of the research was to study how a company can utilize its CSR in employer 
branding, Kojamo`s CSR employer branding process and characteristics are evaluated 
critically based on the existing theory of the issue. Based on the discussions some concrete 
statements and suggestions are also given to the case company. After that, managerial 
implications are provided and limitations of the research are discussed. The fourth 
subchapter gives suggestions for further research and finally, the last subchapter concludes 
the paper.  
 
5.1 Discussions of the main findings   
All in all, this research has shown that CSR employer branding is not an easy task for a 
company. Both factors, CSR and employer branding, themselves include many aspects that 
a company should take into consideration, so combining these two concepts, thus building a 
CSR employer brand, really needs a comprehensive understanding of the issues.  The study 
on the case company, Kojamo, revealed that their CSR employer branding is in the moderate 
level. The company is already doing a lot of things right and most importantly, they have a 
good base for successful CSR employer branding implementation. However, the findings 
also showed that they would still need a more comprehensive and clearer view on the value 
that the company can provide its employees regarding CSR, thus a clearer picture on what 
are the factors that make Kojamo a responsible employer. As stated before, this is important 
for any company in today`s business environment to consider as the society, potential 
employees included, are more and more conscious about companies` responsibility towards 
people and environment, and employees are choosing employers based on their CSR status.  
 
Positively, the findings showed that Kojamo has a strong base for executing CSR employer 
branding. As the findings showed the company has taken major steps in developing its CSR 
work more strategic, new CSR manager being responsible for the CSR development and 
implementation of the responsibility program for example. Strategic CSR orientation will 
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make CSR more visible and concrete for the whole company as it becomes part of the day 
to day business for every employee. This gives a CSR employer branding a natural, solid 
ground, and most importantly, protect the company from being accused for greenwashing 
when planning CSR employer efforts and CSR communication in general. Moreover, the 
findings of the study indicate that company`s employees are conscious about CSR issues 
and understand its importance in business, which naturally gives a good base for building a 
CSR employer brand within the company. 
 
Other factors that show the potential for strong CSR employer branding within the company 
are a strong co-operation between different business units as well as strong employee 
engagement in employer branding work. Findings indicate that the core employer branding 
group is systematically planning and implementing employer branding activities which 
indicates the company`s overall strong commitment to employer branding. In addition, 
including CSR manager partly to the employer branding work indicates the company’s 

ambitious to combine the company`s knowledge and understanding of the employer 
branding and CSR and this way emphasizing CSR issues in employer branding. Moreover, 
as the findings showed, the current employees as well are seen an important stakeholder 
group in employer branding work, which based on the current literature on CSR employer 
branding, can be considered as crucial in the process. Thus, a statement that is possible to 
give about Kojamo`s current employer branding practices is that the company has overall 
good readiness and circumstances for successful CSR employer branding.  
 
When it comes to company`s vision to “be property market forerunner and the number one 
choice for customers” and mission to “create better urban housing” are such statements that 

are not in any way hampering CSR employer branding, even though neither of them are 
directly highlighting social responsibility. The same issues were discussed earlier regarding 
the findings of the corporate and products brands that based on CSR employer branding 
theory cannot be inconsistent with indented CSR employer brand promises and values. As 
stated earlier, the Kojamo`s corporate and product brands can`t be defined directly as CSR 
brands but are however built around important ideologies like creating better urban housing 
and building based on sustainable development. Thus, even if the brands are not CSR brands, 
and even if the company`s vision and mission are not directly giving CSR statements, they 
cannot be considered being preventing CSR employer branding within the company.  
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However, it is obvious that defining clear CSR mission and vision, as well as developing  
CSR corporate and product brands would naturally strengthen CSR employer branding 
actions. When the company´s core business is built around CSR ideology, it is natural that 
employer brand is seen more easily as CSR employer brand even without systematic CSR 
employer branding actions. The possibility of creating CSR brands and visions, however 
depends a lot on the industry a company. Also, it is meaningful to question whether 
developing CSR product and corporate brands or CSR mission and vision statements is even 
reasonable or necessary for successful CSR employer branding in Kojamo that is operating 
in a real estate investment business. As it has been discussed, too strong emphasizing of CSR 
in communication can harm the corporate image because then the communication can easily 
be considered as fake greenwashing. Therefore, it could be stated, that in CSR employer 
branding it can be enough that a company is acting in responsible way and considering CSR 
issues in its operations, without defining itself directly as a company with CSR business with 
CSR vision/mission statements.  
 
As stated earlier, the findings indeed showed that Kojamo is taking the CSR issues broadly 
into consideration and is strategically developing its CSR. This work in turn, is already 
reflecting to CSR communication that is executed systematically in the company. The 
findings showed that the company is actively communicating about their different CSR 
actions and that the issues are brought up in different communication channels. In addition, 
to the firm controlled communication, the company understands the role of uncontrolled 
communication in CSR communication and thus in employer branding. It is reasonable to 
assume that this understanding has directed the company to focus more on the actual CSR 
operations and functions rather than only the separate CSR communication tactics. All in 
all, it could be stated that Kojamo`s ideology in CSR communication and in employer 
branding is that in order to get the desired message through the things really needs to be well 
in the organization. Therefore, CSR employer branding communication is mostly based on 
the real-life stories and experiences.  
 
Indeed, Kojamo`s employer branding clearly stems from the inner actions, and the findings 
revealed that the starting point of employer branding is employee experience that is managed 
through different ways. Therefore, CSR employer branding in Kojamo starts from the CSR 
employee experience, which in turn, is mostly understood through employee wellbeing and 
company`s fair treatment towards the employees. The study showed that the company 
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clearly puts a lot of effort to their employees` wellbeing, and wants to make sure that 
employees feel comfortable working in Kojamo. In other words, the social responsibly 
related aspects are emphasized in CSR employee experience management, which current 
theory as well sees important. However, CSR is a broad concept and since Kojamo`s CSR 
strategy as well includes all the ESG components, it would be important to highlight all the 
different aspects in CSR employee experience. This would strengthen the CSR employer 
brand more efficiently, as then Kojamo wouldn’t be seen only as a nice place to work, but 

as an employer that consider CSR aspect with broad perspective.  
 
The more or less narrow view in the current CSR employee experience management most 
probably stems from the lack of a clear CSR value proposition that based on the findings 
can be considered as the biggest issue in Kojamo`s current CSR employer branding. The 
findings showed, that Kojamo`s current employer brand picture an image of a dynamic, go-
ahead and humane company where employees are taken care of and are enjoying working. 
Even if employees appreciate this kind of employer characteristics, in CSR employer 
branding they are not enough. The basic idea in CSR employer branding is to give tools for 
companies to respond to the increasing competition in labor markets by separate themselves 
stronger as responsible employers. And as the theoretical framework illustrates, creating a 
CSR value proposition is a first phase in the actual CSR employer banding and therefore, all 
the other CSR employer branding actions are depended on that. Kojamo´s employer brand 
already conveys important aspects, but a clear CSR value proposition is missing, which as a 
crucial phase in CSR employer branding weaken the other branding actions as well. If the 
company would be able to clarify and emphasize the CSR value that the company can offer 
to its employees, it would boost CSR employer branding as a whole.  
 
The lack of a clear CSR value proposition is reflecting at some extent to certain 
communicational aspects as well. For example, Kojamo`s job advertisements are not 
including any CSR related information which can be considered as an issue since job 
advertisements are crucial touchpoints for potential employees. Job advertisement is usually 
the first communication that a potential employee receives from a company, so illustrating 
company`s CSR actions in the advertisements is important so that the employees get the 
CSR signals right from the start of their employee lifecycle. Moreover, job advertisements 
can be compared to other advertisements of a company, and therefore job advertisements 
should highlight the characteristics that differ it form the competitors and make the company 



 

 64 

superior to them in the eyes of the job searchers. In employer branding, this means that a 
company should highlight its CSR and this way stand out stronger as a responsible employer. 
All in all, the study showed that Kojamo has somewhat narrow view in CSR communication 
in employer branding. Even if CSR communication is done well using different channels 
and highlighting all the aspects a company is doing in the field of CSR, employer branding 
related activities and communication are mostly built around employment related socially 
responsibility aspects. Thus, there is some lack of comprehensiveness in CSR employer 
branding which most probably stems indeed from the missing CSR value proposition.  
 
Thus, the state of Kojamo`s current CSR employer branding would be captured so that the 
company has the readiness and a very solid base for CSR employer branding 
implementation, but in order to succeed it better, the company would need more broader 
perspectives of the issues and most importantly, clearer view of the CSR value that the 
company can and wants to provide its employees. Carlini et al (2019, 195-8) present a firm 
typology that divides companies based on their CSR employer branding, using two key CSR 
employer branding characteristics: 1) embeddedness of CSR values and 2) internal CSR. 
The researchers define work perks as companies that has strong internal CSR but peripheral 
CSR values, thus companies where socially responsible behavior is strongly directed 
towards the employees but the CSR is weakly implemented into firm strategy and daily 
practices. In practice, these kinds of companies boast a range of socially responsible 
employment characteristics that focuses on different work benefits such as excellent health 
care options and generous parental leave, but other CSR aspects are not shown within the 
organization (Carlini et. al, 2019) . Based on the study, work perk fits at least in some extent 
to describe Kojamo`s current CSR employer branding, as the company puts a lot of effort to 
employees` wellbeing and fair treatment but a clear CSR value proposition for CSR 
employer brand is missing.  
 
However, when analyzing Kojamo`s current CSR employer branding, it`s important to 
remember that company is still in the development phase both in CSR and employer 
branding work. The study has shown that the company has only recently made big changes 
to develop its CSR work and is now considering the issue in a more strategic manner.  New 
business strategy with new company name instead, has been effecting to the extent to which 
external stakeholders knows the current employer brand. Taken the recent changes and the 
company`s current state of employer branding, it’s reasonable to assume that the company 
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will focus more on CSR employer branding in the future. Kojamo already has good 
circumstances for CSR employer branding execution, and now when the actual CSR work 
has taken major steps it’s safe to say, that a successful CSR employer brand is possible to 

create. At this point, it would be also important for the company to consider whether they 
would want to stand out even stronger as a CSR company, by defining their core businesses 
(including vision, mission etc.) even more based on CSR values and goals. This isn’t 

probably necessary as the company is already acting in socially responsible manner, but of 
course it would boost CSR employer branding even more.  
 
Despite whether Kojamo will redefine its vision and goals in core business or not, it needs 
however to define a clearer a CSR value proposition for its employer brand in order to stand 
out stronger as a responsible employer. This would help the company to broaden the 
perspective of their CSR employer branding work and give them tools to emphasize different 
CSR aspects in employer branding. In practice, this means that Kojamo needs to clarify what 
is the CSR value that the company can offer to its employees compared to its competitors.  
 
5.2 Managerial implications  
The starting point for this study was the idea that employees are more and more conscious 
about companies` responsibility towards the people and environment and therefore, apply to 
companies whose values fit to their own ones. Because employees` requirements regarding 
responsibility is increasing, it can be considered essential for companies to have a good CSR 
image.  Therefore, the goal of this study was to find out how a company can use its strong 
commitment to CSR in employer branding to stand out as a responsible employer. The 
question was tackled by examining employer branding in a case company and investigate 
the state of their CSR employer branding. The idea behind the research implementation was 
that in order to get the clear picture of the CSR employer branding processes and to 
understand the crucial factors in it, it is meaningful to study the process in detail within a 
single company. This way it was possible to compare the case company`s CSR employer 
branding to the existing theory and therefore get a deep understanding of the issue and most 
importantly, clear picture of the state of Kojamo`s CSR employer branding work.  
 
From the managerial point of view, this study gives insights to better understand the CSR 
employer branding process and the crucial factors in it. This study was executed by 
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examining the current theory of CSR and employer branding and by combining them to an 
understandable, simple framework, therefore giving managers a concrete tool for practical 
implementation of CSR employer branding. As the framework is built based on the current 
literature on CSR and employer branding it includes all the crucial factors that current theory 
recognizes in CSR employer branding implementation. For the case company, Kojamo, the 
study gives a clear picture of the state of their CSR employer branding. It shows that a lot of 
thing are already done very well within the organization, and that the company all in all,  has 
a good base for successful CSR employer branding. However, the study also showed that 
Kojamo still has too narrow perspective in their CSR employer branding, and that they 
haven’t yet defined the clear CSR value proposition, which according to the existing 

literature is crucial in successful CSR employer branding.  
 
Results of the study must be of course proportioned to the current situation of the case 
company. As Kojamo`s CSR and employer branding work are still in the development phase, 
it’s natural that all the aspects in CSR employer brand are not yet taking into consideration.  
Therefore, the study in hand can hopefully help the company to develop their CSR employer 
branding in the future.  

 
5.3 Limitations of the research  
The purpose of the research was to study CSR employer brand within a single company and 
get the deep understanding of the research subject and also get a clear picture of the current 
situation in the case company. Therefore, this research is very context related and time 
bound, and the results cannot be directly generalized into different contexts. Moreover, when 
a certain issue is studied only within one company, some cultural issues and other company 
characteristic may affect to the answers and therefore, researcher’s interpretations. However, 

the research was purposely conducted as an intensive single case study, as this research 
methodology supported best the research purpose. Even if the research has weak 
generalizability, it is conducted carefully under the chosen research method, and therefore 
offers important insights that can be useful in other business contexts as well.  
 

Secondly, the interview data was mostly gathered through qualitative interviews which leads 

a lot of space for the researcher`s own interpretations. As the research was conducted 

individually, the research analysis was only based on one person’s interpretations of the 
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matter. In addition, the data was in the end quite limited, as only six people were interviewed. 

To interview only six people was however, a conscious decision as the interviewees were 

decided based on their job titles, and only Kojamo`s employees that are working closely 

with CSR or employer branding were invited to the interviews. This can be considered 

causing another limitation of the research. As the topic is CSR employer branding, and the 

interviewees consisted mostly on the communications and HR professionals there is a chance 

that the answers were biased in a sense that the interviewees wanted to speak overly positive 

about Kojamo as a company and as an employer especially.  

 
5.4 Suggestions for the further research  
This research has studied CSR employer branding in a single company, but it has not taking 
industry specific perspective to the issue. The literature review covered the CSR topic 
separately in real estate investment but all in all, the study doesn’t focus on the specific CSR 
employer branding characteristic in this very industry. More research could be made to study 
how CSR employer branding is and should be conducted in certain industries and what are 
the crucial factors and characteristics of these industries` employer branding. More 
precisely, it could be studied if there are some industries where CSR employer branding 
should be conducted differently, emphasizing some specific aspect or phases in the process. 
To continue this research in hand, it would be interesting to investigate more in detail the 
real estate industry specifics.  
 
Secondly, this research has studied the CSR employer branding as a whole without focusing 
separately on different phases of the process. Therefore, more research could be made to 
investigate separately different phases of the CSR employer branding process. For example, 
the focus could be only on the CSR value proposition phase, or CSR employee experience 
management, and this way it would be possible to give even more deep understanding of 
these different phases and understand what are the most crucial factors in each stage.  Linked 
to the external marketing phase of CSR employer branding, it would be interesting to 
conduct a study to compare companies` employer brands and corporate brands and make 
analysis of their connectedness and how this affects to the strength of the CSR employer 
brand for example.  
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Finally, this research was conducted as a completely qualitative research, so one suggestion 
for the further research would be to investigate the topic using quantitative methods as well. 
This would enable to continue this research by changing the focus from the inner processes 
to the actual state of the current CSR employer brand though quantitative questionnaires for 
example. It would be interesting to study how do Kojamo`s current employees experience 
company`s CSR and how strong CSR signals do the company sends to the potential 
employees. By doing this, the company could get a concrete feedback on how they have 
succeeded in utilizing CSR in their employer branding.  
 
5.5 Conclusions  
To respond to the increasing CSR requirements of the current and potential employees, this 
research has studied CSR employer branding, i.e., the way companies can utilize their CSR 
in employer branding to stand out as a responsible employer in the labor markets. By 
covering the existing theory of CSR and employer branding, and by examining the topics in 
a case company, the research has increased the understanding of CSR employer branding 
concept as a whole. Based on the current theory, the CSR employer branding was framed as 
a three-step process, including CSR value proposition creation, and marketing the CSR 
employer brand both externally and internally (Biswas & Suar, 2016). In addition to these 
steps, the factors that were added to the framework to emphasize their importance in the 
process were company`s CSR strategy, vision, and mission (Kryger et. al 2011), strong co-
operation between different business units (Biswas and Suar 2016) as well as continuous 
management of CSR employee experience (Carlini et al., 2019).  

 
The finding from the case company Kojamo revealed that they have good readiness for 
executing CSR employer branding. The company`s strategic manner on CSR, strong 
cooperation between different business units in employer branding work, and strong focus 
on employee experience as well as strong employee engagement are all such factors that 
current research finds as crucial ones for successful CSR employer branding execution. In 
addition, the company`s vision, mission, and the core business cannot be consider preventing 
the company to executing CSR employer branding, even if they don`t directly emphasize 
CSR values. Despite the strong CSR commitment and the overall good circumstances that 
the company has for CSR employer branding execution, the study found that company hasn`t 
yet defined a clear CSR value proposition that would convey the CSR value that the company 
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would want and could provide its employees. The lack of a clear CSR value proposition in 
turn, is reflecting to the company`s perspective to CSR employer branding that based on the 
study can be considered as a quite narrow one. Namely, in employer branding work, the 
responsibility aspects that are emphasized are related mostly to social responsibility 
therefore creating Kojamo`s current employer brand around image like “a humane company 
were employees feel inspired and comfortable to work at”.  
 
By examining throughout the existing theory of CSR employer branding and by studying 
the current state of Kojamo`s CSR employer branding this study can hopefully give tools for 
stronger CSR employer branding execution for the company that has the readiness to stand 
out as a responsible employer.  
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Appendix A: Interview Guide  
 

1. Kertoisitko aluksi hieman itsestäsi ja työnkuvastasi?  
2. Voisitko lyhyesti kuvailla yritystä, jossa työskentelet?  a. Kuvailisitko yrityksen toimialaa?  b. Kuvailisitko yrityksen tarinaa?    3. Mitä yritysvastuu (virallinen termi yrityksen yhteiskuntavastuu) sinulle tarkoittaa?  a.  Millaisia elementtejä se pitää sisällään?   4. Kuvailisitko Kojamon yritysvastuullisuutta?  a. Mitkä ovat vastuullisuustyön painopisteet? b. Kuinka vahvasti yritysvastuu on implementoitu yrityksen strategiaan?   
5. Kuinka yritysvastuu näkyy työntekijöille?  a. Kuinka se näkyy potentiaalisille työntekijöille/työnhakijoille/muille ulkopuolisille sidosryhmille?  b. Kuinka se näkyy yrityksen työntekijöille?  c. Kuinka vahvasti työntekijät osallistuvat vastuullisuuden kehittämiseen?    6. Minkälaisena työnantajana Kojamo mielestäsi näyttäytyy ulospäin?   
7. Kuvailisitko Kojamon työnantajamielikuvaa (Employer brand)?   
8. Miten Kojamon työnantajamielikuvaa työstetään käytännössä?  a. Millaista on yhteistyö eri osastojen välillä?  b. Millainen rooli nykyisillä työntekijöillä on tässä prosessissa?    
9. Kuivailitko vielä tarkemmin omaa rooliasi työnantajamielikuvan rakentamisessa ja kehittämisessä?   
10. Kuinka yritysvastuu mielestäsi näkyy Kojamon työnantajamielikuvassa? a. Huomioidaanko yritysvastuuasiat työnantajamielikuvaa rakentaessa? Miten?  b. Korostetaanko yritysvastuullisuutta nettisivuilla tai työpaikkailmoituksissa?   
11.  Haluaisitko mahdollisesti kertoa vielä jotain aiheeseen liittyen, jota ei kysymyksissä tullut esille?  

 


